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In times of war, morale becomes an important thing. Men 
arrive at this knowledge by logic: women know it by intuition. 

With industry busy and money in circulation, purchasing 
power is well sustained today. How can the smart and patriotic 
retail jeweler legitimately cash in on this situation? 


By maintaining his merchandise assort- 
ments and the quality that makes for cus- 
tomer satisfaction. 


By bettering his turnover through im- 
proved display and selling methods. 


These things aren't new to you, 
but now is the time to make them 
work. 


Make the most of your opportuni- 
ties — and rely on O-B to keep you 
supplied with up-to-the-minute, 
fast-turhing, fair profit items. 


See your wholesaler 
or write direct 


Ostly + Barton G. 


_ MANUFACTURING JEWELERS 
118 Richmond Street, Providence, R. L 
Branches: New York, Chicago, Los Angeles 
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DESIGNED AND HAND CRAFTED IN THE SHOPS OF 


A. SAUER & COMPANY 


439 RACE STREET ® CINCINNATI, OHIO 
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k- N ITs first six months Eternally Yours has nally Yours”? an immediate best seller. 
surpassed even those great patterns, First We regret that we could not fill all orders. 
Love and Adoration. As you know, the shortages were unavoidable. 
Much of the credit for this brilliant start . | We've been particularly grateful for your 
goes to you...our dealers. Your enthusiasm patience and co-operation in this unusual 
and constant support helped to make “Eter- situation. 


1847 ROGERS BROS. 


“AMERICA’S FINEST SILVERPLATE” 
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RETAIL JEWELERS 


Thousands of retail 
jewelers send us their 
Old Gold, Old Silver 
and Gold Filled articles 
regularly, because they 
find that returns are 
consistently. high. Try 


us with your next lot. 





SHIPMENT.... 


The general business pick-up during 1941 and the 
record demands for precious metals are going to 
mean more gold, silver and platinum scrap and more 
waste materials this year than usual. 


With accumulations large you have more at stake. 
Isn’t this an ideal time to give special attention to the 
selecting of a refiner? 


Unlike most businesses and services, direct proof of 
a refiner’s ability and reliability is a very hard thing 
to establish definitely in advance. 


One valuable guide, of course, is a refiner’s reputa- 
tion — but the only real test is to learn directly from 


experience. 


At Handy & Harman our policy has always been to 
so well handle each lot entrusted to us that a cus- 
tomer has every reason to keep on shipping to us 


regularly. This policy has resulted in constant growth 


— the number of customers we serve increases stead- 
ily year after year. 


We feel certain that our returns will please you. Why 
not fest our Refining Service at this time when care 


and accuracy can be of extra importance, 


HANDY & HARMAN 


82 Fulton Street, New York 


Service Plant 


82 Fulton Street, 
New York City 


Phone: Beekman 3-2 


FOR JANUARY, 1942 





a Chicago Office 


Principal Plant — Bridgeport, Conn. 
Phone: Bridgeport 9-1681 Providence, R. | 


Phone: Franklin - 8068 


Service Plant 
425 Richmond Street 


Phone: Dexter 4798 














Sensational watch 


oil discovery! 


Elgin scientists perfect non-spreading ... non-corrosive... 
non-gumming new lubricant. Of ideal viscosity and unaffected 
by ordinary temperature changes, M-56a ranks as the finest 


watch oil ever developed. 
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pane with an unlimited appropriation and 
after years of painstaking labor, Elgin scientists 
have perfected a remarkable new lubricant. This 
new lubricant is called M-56a. 

So perfect is the consistency of this new oil, that 
it will not spread on the steel, brass, or jewel sur- 
faces of a watch. It gives constant protection be- 
tween the delicate moving parts. 
NON-CORROSIVE, NON-G UMMING. Under rigor- 
ous tests, samples of brass and steel immersed in 
M-56a for 120 hours at 212° F. proved conclusively 
that this new oil was non-corrosive . . . Other exact- 
ing laboratory experiments showed that M-56a would 
not oxidize, evaporate, become rancid, or form gum 
under the most trying conditions. 

The new M -56a achieves a new high degree of “‘oili- 
ness” without corrosiveness. Such high “oiliness”’ re- 


duces friction...saves wear on delicate watch parts. 
M-56a UNAFFECTED BY EXTREME TEMPER- 
ATURE CHANGES. In hundreds of tests, M-56a 
proved its ability to stand up under temperatures 
ranging from +120° F. to —20° F. When lubricated 
with ordinary watch oils, identical watches either 
ran irregularly or stopped altogether, but performed 
very satisfactorily when lubricated with M-56a. 
M-56a NOW USED IN ALL ELGIN WATCHES. 
Thus, having met successfully the most exhaustive 
laboratory tests, as well as having given highly satis- 
factory performance under actual running condi- 
tions, M-56a is acclaimed as the most ideally perfect 
watch oil ever developed. M-56a is now the standard 
lubricant in all Elgin timepieces. It is sold by author- 
ized Elgin Genuine Material Distributors in all 


parts of the country at $1.50. 


ELGIN NATIONAL WATCH COMPANY 


ELGIN, ILLINOIS, U.S.A. 
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RHODI-GEM 


; CUT LS 
Mountings and Wedding Kings 
Rhodi-gem mountings and wedding rings, those Goodman & Co. 
rings of two-tone Rhodigold . . . those rings that have the permanent, 
flashing beauty of diamond-set rings WITHOUT THE USE OF DIA- 
MONDS ... are today an established SUCCESS. Your public wants 
them. Jewelers now demand them. See the new ‘42 Goodman line. 
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Every Hour... 


Every Day... 





rdtul of their responsibility 


ytarry forward the tradition of 
(6g) quality, styling and value in Watch 


Bands of enduring serviceability. . . 


®) 1-20-12 Kt. Gold Filled Watch Bands are 
distributed solely through leading wholesalers 


BRUNER-RITTER 


INCORPORATED 


FACTORY: 1720 FAIRFIELD AVE., BRIDGEPORT 
SALES OFFICES: 630 FIFTH AVE., NEW YORK 
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LET Us STAND UNITED 
AS ONE BODY 


BUY DEFENSE SAVINGS 
BONDS and STAMPS 
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TO DEFEND sang COUNTRY 





hs 2. 
Victory: pie - Prosperity 


Bristol 


SEAMLESS RING COMPANY and Representativ 
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Children's Jewelry 


KIDDIE KRAFT is the outstanding line 


of children’s jewelry in the country. It 
is the ONLY LINE nationally advertised. 
Reaches over 25,000,000 people. 


Be Sure It’s Kiddie Kraft and You’re Sure It’s Best 


MARATHON COMPANY 


ATTLEBORO, MASS. 
Sold Through the Wholesale Jeweler 
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* SNAP-LOCK— The Magic Key Ring 
Snap-on — snap-off any key instantly. 
The ring is made of Stainless Steel to 
resist cutting by keys. 


Sold through leading wholesalers 
FORSTNER CHAIN CORPORATION, IRVINGTON, NEW JERSEY, U.S.A. 


FOR JANUARY, 1942 13 








—- 





. .% e 
watch allachments... tadtes’ and gen Meomens portly ACCOMSO CS 








In 


(2 


i) 
ZA 


1942, we shall continue: 


TO PRODUCE JEWELER'S-QUALITY JEWELRY. 





Pen 


TO SELL DIRECTLY TO JEWELERS. 





TO SELL THROUGH JEWELERS EXCLUSIVELY. 





AND WE ARE ALSO PREPARED 





TO HELP YOU ESTABLISH AND PROMOTE AN 





ACCESSORY JEWELRY DEPARTMENT. 





A MAN’S WORD 


A Monthly Comment by Jacques Kreisier 


We have always 


stressed cooperation 
as the most vital factor 
in the relationship of 


manufacturer to merchant. 


Circumstances today 
demand that we 


dedicate ourselves to 

a tar more vital cooperation — 
cooperation with our Government 
in its great battle. 

Upon this cooperation 

depends not merely 

our small personal success 

but our survival as merchants 


. .. as manufacturers . . . as men. 
We urge all our friends 

— all jewelers — 

to support our Government 

in every way possible. 

And there is one way 

which lies right in 

your immediate province 

as merchandisers. 

Today, the sale of 

United States Defense Stamps 

is a far more 

important objective 

than the sale of 

accessory jewelry, 

or any jewelry! 

So we say, 

in the language of our trade: 
DISPLAY, FEATURE 

AND PROMOTE THE SALE OF 
DEFENSE STAMPS IN YOUR STORE} 
The profits will be | 
written large in the 

ledgers of our future. 


han 
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JUDGMENT 
versus GUESSWORK 


Obviously, these are not normal times. 


GOLD JEWELRY manufacturers are swamped by a thundering Niagara 
of demand for more goods and faster delivery. 


But fine jewelry requires fine materials, selected stones, highly skilled 
artisans, special tools. They cannot be conjured up by magic. They are 
uncomfortably scarce today. 





All the available men and materials cannot keep up with the present 
demand for fast deliveries, no matter how hard the manufacturer tries 
to meet this mounting desire for GOLD JEWELRY. 


The retail jeweler can help to ease this pressure. How? By ordering 
through his wholesaler for reasonable forward needs, not for speculation 
against possible future expectations. 


There is a wide gap between foresight and speculation. The one is based 
on judgment; the other on guesswork. 


Just as it is good business to order what you logically will need, so it is 
bad business to order blindly beyond the horizon of sound judgment. 


By applying this yardstick, you can help your wholesaler and your manu- 
facturer to meet your needs more promptly and more adequately, and 
you will help also to keep your own business more certainly within the 
bounds of safety. 


Based upon the same thinking, the new SHIMAN-OF-NEW ARK Spring 
line is being shown. It will be complete, unusual, maintaining the high 
standards of America’s Outstanding Gold Line. 


t= Of NEWARK 


SHIMAN MANUFACTURING CO. INC. 113 MONROE ST., NEWARK. N. J. 


NEW YORK SALES OFFICE: 15 MAIDEN LANE 
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“Perfect” 


Ring Findings | 


FOR THE 


MANUFACTURER 


AND 


WHOLESALER 


Exclusively! 





HARLAN & BLEICHER, ine. 


and Designers of ‘‘Perfect’’ Ring Findings 


188 WEST FOURTH STREET 
NEW YORK CITY 


New Designs ... New Processes :.. Now Ready i : 








B. A. BALLOU & C0., INC. 


Since 1868 PROVIDENCE, R. 1. Direct to Retailers 
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For instance, we afe pr 
1/20-12 K gold filled on ier. 


The average consumer is already well educated on 1 he a vanta; 
quality of articles made of gold and silver. We therefore belie 
welcome acceptance for this new and finer type of merchand 


See Your Jewelry Whole 7 , 


Our representatives are now in the field showing the co : 
not only the gold on silver attachments, but the regular ues 


our customers in particular to the very best of our ability. 


JACOBY-BENDER, INC. 


Chicago: 29 East Madison Street 
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Attleboro’s "fire assay” is an accurate method for determining what 


your precious-metal scrap is worth . . ....... +. ~~. 


N J of a_ series 
0. showing the 
highly efficient processes 
used by Attleboro Refining 
Company to give you maxi- 
mum value from your prec- 
ious-metal scrap. 





HOW ATTLEBORO MAKES 
AN ACCURATE ANALYSIS 











OF THE 


Not a tea party —these are the scorifying dishes 


VALUE OF YOUR SCRAP SHIPMENT = it wbich you sample is fused with lead. 





In our previous advertisement, we told how “scorifying.” Part of the base metals are removed 
your precious-metal scrap is weighed, numbered, leaving a small “button” containing lead, other 
melted and sampled at Attleboro... base metals, and all of the gold and silver from 


Here we show how the sample taken from this the sample. 


melt is assayed to provide an accurate determin- The “button” is again melted in a small, bone- 


ation of the true value of your “lot.” ash cup called a “cupel” which absorbs all metals 


In this stage we combine lead with a carefully but gold and silver, leaving these two in a small 
weighed portion of the sample from the melt, in bead which can then be parted and weighed with 
the furnace shown above. This operation is called 100% accuracy. 


aed 
F 


Att boro ig Z Or wecrrouytic REFINERS 


OF GOLD AND SILVER FOR 
Branch Office & Plant 
’ 
300 COMMUNIPAW AVE. AMERICA’S LARGEST USERS 
JERSE YS 26IT YS Nw J. SINCE 1899. 


Main Office & Plant 


36 UNION STREET 
ATTLEBORO, MASS. 
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WATCH STRAPS 
BY 


NEET 


In the Western Manner — 


Take one good look and you'll agi 

these new watch strap creations, 
fresh from the skilled hands of NEET 
craftsmen, are as western as cactus! Real 
he-man straps, these — made of finest - 
junglehide and steerhide leathers, 
with cleverly achieved, embossed tooled ix 
effects. They’re destined to scale . 
new heights of popularity and appeal 


— so be prepared! 


CONSULT YOUR WHOLESALER 


ARISTOCRAT OF 
WATCH STRAPS 
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One of these 


Leading jewelers all over the country are finding that there 
is a definite reason why it pays to tie in with the sales-pro- 


ducing advertising pages of Good Housekeeping Magazine: — 


M illions—literally millions—of American women have greater 


confidence in Good Housekeeping than in any other magazine. 


WHY? Because they know that 

the Good Housekeeping 
Guaranty Seal stands back of every page of 
advertising in Good Housekeeping Magazine. 
They know that this seal verifies the per- 
formance claims made by advertisers in 
Good Housekeeping. They know that they 
can get their money back or a replacement 
if any product which is advertised in Good 
Housekeeping does not live up to its guaranty. 


Your business is a luxury business where 
many products are bought as an investment 

. doesn’t it stand to reason that the 
extra confidence built up by Good Housekeep- 
ing advertisers means extra profits for you? 
The advertisers on the right know it does! 


Good Housekeeping Magazine 
57th Street at 8th Avenue 
New York, N. Y. 
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Advertising support that’s worth its weight in gold 


For increased volume and greater profits, display, feature 
and sell the jewelry products now being advertised in 
Good Housekeeping Magazine by these manufacturers: 


Elgin Watches* Holmes & Edwards Sterling Inlaid* Manchester Sterling 
Keepsake Diamond Rings Community Plate* Roseville Pottery* 
Swank Jewelry for Men* Gorham Sterling* 3 Syracuse True China 
Towle Sterling* 







*Appearing in December issue 
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Survey after survey shows | procen ? OF yA 


that women have more con- ' 2 ee F Guesnkined by % 


fidence in Good Housekeeping- om t - ‘Good Housekeeping 
advertised products. . Wop , FOEFECTIVEOR ow 
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LeStage presents.... 


... in finest Craftsmanship and true LeStage Quality, items that sell and make 
money for you in peace-time or war-time, in boom times or disturbed times. 


DICKENS «© WALDEMAR «¢ VEST & KEY CHAINS — 1/20 K. G. F. 








LeSTAG CHAINS & JEWELRY 


Mfg. Co. 


EST. 1916 MASSACHUSETTS 


NEW YORK @ 9% MAIDEN LANE, ALBERT BETZ 
CHICAGO @ 29 E. MADISON, ALLEN B. PINERO 
SAN FRANCISCO @ 57 POST ST., MAX J. NEWMAN 


NORTH ATTLEBORO 
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MK CIVILIAN 
IDENTIFICATION EQUIPMENT 


“a 





A B 





ACTUAL 
4 3 








STERLING SILVER Platinum-Rhodium Plated 
FINEST NON-TARNISHABLE FINISH 


All links and connections soldered. Safety catches. 
made for service and PRICED RIGHT 


THEY WORE MK CHAINS IN 1917 
THEY WEAR MK CHAINS IN 1942 


Pe eed 


CLIP and MAIL NOW 


For immediate shipment of samples which 
may be returned within 10 days. Check 
choice. AL) BOD CD DOU ED FO 
GO HO 


WALTER H. McKENNA & COMPANY [oe 
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To W. H. McKENNA & CO. 
700 Prairie Ave., Providence, R. |. 








700 PRAIRIE AVENUE PROVIDENCE, R. I. 
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of, Watch Case 
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‘ The I. D. Watch Case ©o., Inc. is “first again!” This 
time with the FIRST Waterproof Watch Case made 
exclusively and ex ly for the new “Knite-Edge”’ 
movements. Already accorded the enthusiastic ap- 

manufacturers and | i . V) . 


proval of leading movement 22 
new THIN models are Proving worthy 4 W AT c ij ( \ S E 


jewelers, the 
o the |. D. Complete Line 


and important additions t 
y men’s and ladies’ Water- a C 1 M p f\ N | 
4 INC. 


of Victory and Militar 
ses. Today, 95 always, it pays fo 


press 


proof Watch Ca 
- insist on I. D. Products. 
I. D. Products sold only through Watch | 
Importers and Wholesalers | 


Manufacturers, 
Factory and Offices: 


¥23 VARICK STREET 
New York city 
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An Important 
Statement 


BY THE MANUFACTURERS OF 


GOLD FILLED and ROLLED GOLD PLATE 


kik 


MONG the vital metals America and 

our Allies need for our Victory Drive, 
is copper. This means that there will no 
longer be available a normal supply of 
copper alloy to be used as a supporting 
metal in the manufacture of Gold Filled 
and Rolled Gold Plate Jewelry. 

Like the entire jewelry industry, the 
Gold Filled and Rolled Gold Plate Manu- 
facturers are happy to cooperate in every 
possible way during this emergency .. . 
and wish to announce, through its Re- 
search Division, that it has developed suit- 
able silver alloys which can be used to 
supplement the limited supply of copper 
that may be made available to the indus- 
try for the manufacture of Gold Filled 


and Rolled Gold Plate. 

While the use of silver alloys obviously 
must increase, in varying degrees, the cost 
of Gold Filled and Rolled Gold Plate 
Jewelry made from this stock, in our judg- 
ment, this increase will not be sufficient to 
prove a detriment to the sale of this mer- 
chandise. Indeed, we feel fortunate, in 
being able to make available for the man- 
ufacture of Gold Filled and Rolled Gold 
Plate, such a suitable substitute. 

Again we repeat — we are glad to co- 
operate in making America’s armed forces 
invincible . . . glad also, to be ready with 
a satisfactory substitute — so that quality 
jewelry in the popular price range can 
continue to be manufactured and retailed. 





Research Division of Gold Filled and Rolled Gold Plate Mfrs. 


HEADQUARTERS PROVIDENCE, RHODE ISLAND 
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She mos’ imeortant Watch Band acHiVEVEMENT oe yours 


LEATHERFLED 


EXPANDING LEATHER BAND TO FIT EVERY WRIST 


NO BUCKLES-—NO LOOPS 
JUST SLIP IT ON! 


NOTHING TAKES THE 


ae — = 


(a) » — bs 


re ia PLACE OF LEATHER 


LOOKS SMARTER! LASTS LONGER! setts FASTER! 


It's been a long time coming—but here it is—LEATHERFLEX—the genuine 
leather watch band that “gives” with every wrist movement—and. has 
what it takes to zoom your sales sky high! Beautifully crafted in six 
handsome color combinations, LEATHERFLEX is new, novel, entirely 
oThat-1a-1a) eed aloMd olU[ol 4(-S ela loll (ole) o DeaIULi M11] oi Mola tL allel al Mol MoM taleh alle] 4-9 
yet strong as a cable. Be the first in your locality to capitalize on this 
remarkable new sales stimulator—so write or wire your order NOW! 


IMMEDIATE DELIVERY 


With suspender metal ends for simple adjustment to fit any’ wrist. 


SOLO THROUGH WHOLESALERS ONLY 
CONSTRUCTION AND DESIGN PATENTS APPLIED FOR 


AMERICAN STRAP CO. inc. - 50 w. 1715 st.. NeW yorK. N.Y, 


29. E. MAOISGR STREET, COR TLL. « 220 W. STH ST.. LOS ANGELES, GALTE 
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of WATERPROOF WATCHES 


Defender, 


(ee) — 


... Sponsored by specialists 
who have grown up with the 
waterproof watch business... 


It can be said, with full confidence, that 
this is as fine a waterproof, shockproof 
line as any offered in this country. 
Every Defender Watch represents the 
last word in dependable performance 
and slim, graceful distinction. Many 
models feature a revolutionary “no- 
wrench” method of casing. All are 
highly salesworthy at remarkable low 
retail price. 


Models are available in: All Steel; 
Gold-Filled with Steel Back; and All- 
Gold-Filled. Equipped with 17 Jewel 
movements ... Retailing from $32.50 
U Aah 


EDWARD L. STERN (ND COMPANY. 


INCORPORATED 


oe 610 FIFTH AVENUE. 
Rockefeller Center, New York 
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There’s never a dull moment 





r in the store with a Pittco Front 


STORE ACTIVITY zooms when you re- 
model with a modern Pittco Front. 
Old customers renew their allegiance 
and new ones bring you their trade— 
attracted by the smart appearance of 
your Pittco Front. Strangers in your 
community choose your store as a 
matter of course—because the shining 
Pittco Front tells them that your 
goods, your prices and your service 
will please. 





































IN SMALL TOWNS and cities all over the 
country merchants are finding Pittco 
Fronts the wavy to increased revenue. 
Fill out and mail the coupon below. 
You will receive, absolutely free, an 
illustrated booklet describing in de- 
tail some of the many Pittco Store 
Fronts which are proving good busi- 
ness-getters today. 


WHEN YOU BUILD, we recommend that 
you consult an architect to make sure 
of an economical, well-planned job. 
Our experts will cooperate with him 
gladly in working out a Pittco Front 
to suit your individual needs. If you 
wish, you can pay for your Pittco 
Store Front on the Pittsburgh ‘Time- 
Payment Plan—just 20% down and 
the balance in payments out of prof- 
its. A similar plan can usually be 
worked out satisfactorily with the 
cooperation of local banks. 






A BUSIER STORE resulis when you install a new Pittco Front. You can 
see by this store in St. Joseph, Mich., how an inviting Pittco Front 
can improve the appearance of a store and increase its popularity 
with shoppers. Architect: Homer Harper. 





Pittsburgh Plate Glass Company 
2397-1 Grant Building, Pittsburgh, Pa. 


Please send me, without obligation, your new, 
illustrated booklet, “‘Pittco Store Fronts — and 


ITTCO STORE FRONTS | attiricitons, "ngs Sor 


PITTSBURGH PLATE GLASS COMPANY NOG 3. coc caen tied nescesatnaetn Ce CE 


"PITTSBURGH stands for Zualily Class and Phil 
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rr 1 tising effectiveness} bid artistic excellence — both 
fore sensational dealer helps init, corn: Wche jeweler! 
where this one came from | You'll find thesefgwo ideals emphasized in every 


Gruen dealer help a isplays, signs, car cards, gift 
hat better proof could you get on the superlaf? folders, recordedgfadio shows, and newspaper 
ie quality of Gruen dealer helps? The Christrggs mats. For easier, @™rer sales make the most of this 
Ser won its distinguished recognition in @gm- proved materig@ The Gruen Watch Company, 
ion with posters from the country’s }@@ding Time Hill, Cigfinnati, Ohio, U. S. A. In Canada: 
Meies! And the winning counts wetgradver- Toronto, Ongstio. 
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Did you have this 


winning poster working for you? 


F you did 
A ; you Can ha e h ° 
mentions at the Tweltth Aawe, rarer coe anne a ao 
nual Exhibit; £0 honorable 


Att— rece en a 
judgment i y held In Chicago, It’s a hice of Outdoor Advertic; 
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SPEAKING OF THE JEWELRY TRADE 


CLEVER 
to compensate for delays in 
delivery was sponsored last month 
by J. Engel & Co., Inc., wholesale 
jewelers of Baltimore, and was 
welcomed by many retail jewelers 
who had more orders than watches. 
Though the plan applied only to 
watches as Christmas gifts, it should 
be sound and practical for other 
lines and other seasons. 
Briefly, the plan centered around 


an official-looking gift certificate, 


merchandising idea 





for the customer to present to the 
giftee, pending delivery of the 


watch. The certificate gave assur- 
ance that the watch would be deliv- 
ered shortly after Christmas and 
meant more than a_ mere _ verbal 
promise. 

So, on Dec. 25, many envelopes 
were opened in the glow of Christ- 
mas-tree lights and these words 


were read from the gold-printed 


gift certificates inside: 

“This is to certify that (custom- 
er’s name) of (city) has this day 
purchased a (name of watch, color 
and model) with the assurance that 
this watch will be delivered as 
soon after Christmas as possible.” 
Jeweler’s name, address and date 


of purchase were below. 


After filling out the gift certifi- 


cates, jewelers wrote similar infor- 
mation on the stubs of the certifi- 
cates and mailed the stubs to the 
wholesale jewelers as evidence of 
sale. Though, naturally, deliveries 
must depend upon shipments from 
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the factories, J. Engel & Co. prom- 
ised to give priority in the delivery 
of watches sold under the gift-cer- 
tificate plan to watches merely or- 
dered for stock. 


© © 


OW are jewelers handling the 
new 10 per cent Federal Ex- 

cise Tax in their advertising? 
A study of 50 newspaper ads, 
used last month by retail jewelers 
in 30 different cities, showed three 


broad classifications. 

The first of these classifications 
included 24 advertisements which 
made no reference whatever to the 
taxability or the non-taxability of 
the merchandise shown in the lay- 
out. Presumably, some of these 
stores included the Federal Tax in 
the advertised prices of the goods, 


but did not give attention to this 
fact. Others added on the tax at 
point-of-purchase. 

A second group of advertise- 
ments said that advertised prices 
did not include the Federal Tax. 
There were only two ads in this 
small group, and they carried these 
lines in small type: “Federal Tax 


extra” and “Federal Sales Tax ad- 
ditional.” 

The third and last group was nu- 
merically equal to the first-men- 
tioned group. Here were 24 adver- 
tisements which definitely pointed 
out, in various wordings, that the 
advertised prices include the new 
Excise Tax. Some conveyed this 


idea in a single line that covered all 


merchandise shown in the ad, such 
as “The price advertised is the 
price you pay—Federal Tax is in- 
cluded,” and “Jewelry items in this 
ad include Federal Excise Tax for 
purpose of defense.” Others ran 
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‘Tax included” or “inc. tax’’ in small 
type beside or underneath the price 
of each item. 


© 


EVEN precautions against sneak 
thieves and hold-ups were ad- 
vised last month by the Jewelers’ 
Security Alliance. Here are the tips, 
as outlined by Walter Eitelbach, of 


Walter Ejitelbach & Co., Alliance 
president: 
“Be sure— 


“That your doors are securely 
locked at all times when your store 
is not open for business. 

“That you do not attempt to run 
your business alone but shall always 
have someone else in the store. 

“That your show cases and show 





windows are locked. 
“That you do not leave valuable 
stock in the show windows at night, 


without proper protection. 
“That you do not hide your safe 


but have it in plain view from the 
street so that police and watchmen 
may easily see it. 

“That all your jewelry is prop- 
erly marked for identification pur- 
poses. 

“That your salesmen are on 
guard against glib thieves who pose 
as customers.” 


© 


OT glittering merchandise that 


bedecked his Christmas win- 
dows but cheer and courage were 
the commodities advertised by Ben 
Tipp, Seattle jeweler, when guns 
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started firing in the Pacific, bombs 
rained from the air on our Pacific 
possessions and Seattle itself was 
brought squarely into the front 
lines by virtue of blackouts and de- 
fense activities in the Pacific North- 
west. 

Following the first blackout in 
Seattle, which plunged itself in 
darkness to escape attack by night- 
raiding bombers, Mr. Tipp used 
big newspaper advertising space, 
four columns wide and 15 in. deep, 
to urge “chins up.” 

The public - spirited 
ment was headed “No Time for 
Bowed Heads—Chins Up!” This 
last was printed in 2-in. italic capi- 
tal letters as though painted with 
the broad strokes of a brush. 

“At no time in the history of Se- 
attle—in the history of the Nation 

-in the history of the New World,” 
the advertisement continued, “has 
there been greater need for ‘Chins 


Up!’ 


oer 


advertise- 


‘hroughout every period of 
emergency or threat to our liberties 
and privileges, some have led in 
pointing the way to brighter days 
ahead. This may be a long period 
of emergency, but how we meet it 
depends entirely upon our spirit. 
Defeat the spirit and you defeat the 











people. Defeat the people and you 
defeat that for which they stand. 

“Let each of us reflect to others 
a spirit of courage—a_ willingness 
to shoulder whatever responsibilities 
we are called upon to bear. Let's 
do it willingly-—and with heads held 
high. This is no time for bowed 
heads—it’s Chins Up!” 

This public-spirited message car- 
ried the signature, Ben Tipp, in 
handwriting—but no address of his 
jewelry store, not even a suggestion 
of commercial enterprise. 


© © 


i % unusual cooperative plan for 
getting business has been de- 
veloped by businessmen of Griffin, 
Ga., under the leadership of M. D. 
Wynne, of the Wynne 
Jewelry Co. 

Griffin is the trade center for quite 
an extensive area in middle Georgia. 
But merchants felt that they were 
not getting as much of this business 
as they should. So ten of them... 
one from each line of business . . . 
got together and decided to do some- 
thing about it. 

First, they 
and purchased a multigraph machine. 
Their next step was to get a list of 


manager 


combined resources 





"Miss Brady, stop ringing up 'No Sale’ every time they don't buy." 
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500 prospects from half a dozen sur- 
rounding towns. The way in which 
they went about the latter is inter- 


esting. 


Mr. Wynne, for example, offered 
$5 credit to a customer in each of 
several towns for a list of prospects 
in those towns. Other merchants 
made similar offers. 

With this list, the merchants hired 
a girl to operate the multigraph, 
paying her 25 cents an hour for the 
work. And each merchant in turn 
writes his own letter, has the girl 
multigraph it, and sends it to the 
entire list. 

As no two stores are in the same 
line of business, there is no conflict. 
Letters may go out as often as every 
few days or once a week. The plan 
is working successfully for the in- 
dividual merchants . . . and is build- 
ing Griffin’s reputation as a business 
center. 


© © 


O NLY poetry can do justice to the 
jewelry industry’s reason for 
the romance and sym- 
bolism that blazes in every gem and 
every- jewel. 





existence 


Especially in these war days, it 
is well to remember the overtones of 
love, honor, trust and respect in- 
volved in the purchase and _ the 
wearing of gift-jewels. 

These lines, titled “Questions and 
Answers,” are by Miriam Yergin, 
of Los Angeles: 


Why are jewels exciting? 


Opals burn their ceaseless fire, 
Cat’s-eyes blink with pale green ire. 


Sapphires borrow stars from night, 
And diamonds glitter, icy bright. 


Our senses so delighting! 


Why are gems alluring? 


Rubies blush and pulse and glow. 
There are fields of Spring in peridot. 


Soft gleam of pearls when lights are 
low— 

Make these your own. —You will ever 
know 


Beauty which is enduring. 


Are precious stones a blessing? 


They serve as pledge of lovers’ troth. 
Their gift will soothe a lady wroth. 


These bits that neither waste nor fade, 
Tawny topaz, verdant jade 


Bring joy in mere possessing. 
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WAR COMES TO THE JEWELER . 


Our country is at war. 


A treacherous, unprovoked attack by unscrupulous enemies hiding 
behind a false, grinning mask of friendship has plunged us into a strug- 
gle from which there can be no turning back until the sneaking gangsters 
who started it have been laid forever low. 


No consideration whatever must be allowed to interfere with the com- 
plete and final accomplishment of that task. 


But let it also be remembered that one of the important factors that 
contribute to the winning of ultimate victory is morale. The fact is well 
recognized by the armed services themselves in their activities to build 
and sustain the spirit of the men in uniform. 

Nor does it stop there. Every head of every warring nation has 
repeatedly and publicly proclaimed that wars today are won not only by 
the men carrying guns, flying planes, and maneuvering ships, but also 
by the civilian population behind the battle lines who make the guns and 
planes and ships and pay the bills. 

Civilian morale, no less than morale in the Army and Navy must be 
maintained. Whatever contributes to that civilian morale without inter- 
fering with the war effort has a proper place in the scheme of things even 
in time of war. 


Jewelry is one of these things. The girl in coveralls inspecting fuses in 
a munitions plant is a happier girl, and therefore a better, more efficient 
worker, if the coat hanging in her locker has a brave new lapel ornament. 
The young man who has been able to buy that much desired bracelet for 
the girl of his dreams is spurred on to new and greater accomplishment 
in his job. The wife whose long hours of patient unremitting effort are 
rewarded with a glittering bit of jewelry on her birthday or anniversary 
is encouraged to carry on and keep her man cheered up when the going 
is tough. And certainly no one can argue that watches and clocks and 
silverware are non-essentials. 


Yes, the jewelry store does perform a useful service even in times of 
war. Let’s carry on—not in a shame-faced apologetic spirit, but proud 
that we are jewelers—conscious that the jeweler is a useful citizen who 
in his own special way is contributing to the building and maintenance 
of the civilian morale which is so essential an element of present day 
total war. 

The best service that every American who is not in uniform or making 
war equipment can render to his country today is to keep right on at the 
job he knows best. doing it the best he knows how. 


Let’s be good citizens by being good jewelers. 


Editor 
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Valentine window—Jewelry pinned to paper hearts 


Designed—tor Selling! 


S. Kind & Sens’ windows are the talk of Philadelphia; 


their talented creator tells you how she works out and builds 


displays that strike you “like a breath of fresh air’ 


F the merchandise in your windows is lined up like 

so many tin soldiers or so many boxes of toothpaste 
—in rows—you're not cashing in on your window pos- 
sibilities. 

The public is smarter than you think. It’s been fed 
good design in so many fields—furniture, kitchen equip- 
ment, glass and chinaware, automobiles, etc.—that it 
is receptive to good display. 

Take any street—your street, for instance. What 
do you find? Practically everything from A to Z is 
being sold there, with every window competing with 
yours for attention. You see shoes; you see hats; you 
see tableware and underwear; you see stockings, candy, 
fur coats and cigars—in fact, you see so much that you 
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by MARION PANCOAST 


see nothing. But every once in a while a window strikes 
you like a breath of fresh air. In all the helter-skelter 
of things clamoring for your attention, something at 
last has come through. Nine times out of ten, it’s a 
good display that did it. 

Why? First of all, in contrast to most of its neigh- 
bors, the window wasn’t full to overflowing. It had a 
proportionate amount of merchandise in it, with some 
eye-catching appeal (display prop) set off by light 
and space. It had good design, which means good 
design for the purpose for which it was intended. It 
wanted to sell something, and since the first prerequisite 
of window selling is not only to attract attention, but 
to hold it, this window has a chance to achieve its pur- 
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Capitalizing on the South 
American influence, this dis- 
play showed jewelry with a 
Carmen Miranda look, to- 
gether with ribbon in three 
fashionably popular hwes. 





pose. ‘lhe prospective customer whose normal interest 
has been worn dull by so much cluttered, monotonous 
display is suddenly refreshed by something that piques 
his curiosity. He is interested—stops—and looks. 

And that, Mr. Jeweler, is where you come in. Be- 
cause you, of all merchants, have the problem of sell- 
ing a luxury commodity. It therefore behooves you to 
employ all the tricks at your command to turn your way 
the money for which other merchants are clamoring. 

It’s well known in the advertising and display flelds 
that the customer's pocketbook is not necessarily an 
index to buying. The desire to possess is the thing 
that counts and people will buy wild of budget if that 
desire is played upon strongly enough. 

This is why, regardless of where you are—your store 
must look different from your neighbor’s, or you're not 
doing the trick. 

The windows illustrated stopped ’em, snared ‘em and 
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brought ’emin. In designing them we strove to achieve 
the following points: 

1. Eye catching appeal consistent with the idea. we 
wanted to put across. ; 

2. Good color and design. 

3. Varied selection of merchandise. 

4. Good balance between empty and merchandised 
space to eliminate confusion and overcrowding. 

5. Use of smart copy. 

The three windows further illustrate the adapt- 
ability of specific merchandise to seasonal and fashion 
trends, and holiday and gift buying occasions which are 
basically the motives of all displays. 

For window Number One, I’ve chosen a Valentine 
subject to illustrate how even well-worn holiday 
themes can be handled in a novel manner. Last year 
we had a great quantity of silver hearts and heart 

(Please turn to page 61) 


Salesmanship for amber: oa 
fishnet, flowers made of 
chartreuse and salmon-pink 
sponge, and a cork floor 
were the props for amber. 
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ALM BEACH, in Florida, and Jones Beach, which 

is 1200 miles further upstream geographically— 

and somewhat further downstream socially—are eight 
hours apart by air and six months apart by the calendar. 
This latter fact has great fashion significance for 





jewelers. 

It is an accepted fact that what is worn, photo- 
graphed, reported on, and raved about in Florida dur- 
ing January and February will affect fashions at 
northern and middle-western playgrounds six months 
later. Palm Beach, and more popularly, Miami Beach, 
are so important as barometers of style that fashion 
editors, store buyers, designers, and promotionists flock 
to Florida soon after Christmas, and always come back 
with more than a coat of tan. 

The jeweler, naturally, is interested in places where 
good stones and new settings are worn. So, with Florida 
as a guide, here’s our tipsheet for the coming season. 

Palm Beach, frankly, is too self-sufficient and dress- 
indifferent to wear much fine jewelry by daytime. Life 
flows on from house to beach and back again. But al- 
ways at the big charity balls and gala parties at such 
private clubs as the Everglades, women wear re- 





wat se eae ‘ Pe: 


furs and millinery, glittering diamond clips, bold ear- 


splendent evening dress and real jewels. rings, and elaborate watch bracelets. 

Down the coastline at Miami Beach, you get a three- For a late dinner-hour with dancing, the hotel crowd 
times-a-day dress parade. And how women live for it! dresses once again. Since Miami Beach has public night 
Around the big resort hotels, they wear diamond brace- clubs, as well as a few exclusive private clubs, there is 
lets with cotton sports dresses for the first meal of the nightly occasion for wearing a sheer formal gown, and 
day at noon. At the races later, you will see elaborate almost anything fine and flashy up to a diamond neck- 

lace. 


California resorts endorse precious jewelry with pants 
suits, and have done so for years! At Palm Springs, in 
the desert, or the new hotel at Arrowhead Springs, you 
see a casual, not studied costaming, that actually in- 
volves more hours of matching-making and fitting than 
ever did a court gown. The basic idea is to own a slack 
suit that fits you like Bond Street used to fit English- 
men. The fabric is usually some strange, pale shade of 
gabardine; perhaps a nile green. Then you have clog 
sport shoes made of the same fabric. 

Thick wool sports coats are often dyed to match the 
shirts and sweaters. Or the coat may take to a third 
color. You may even wear a fringed white buckskin 
jacket, like the queen of the rodeo, and no one considers 
it too “movie-star.” 

With such slack suits as these, the women wear formal, 
elaborate coiffures, and the largest, most eye-striking 
diamonds outside an opera box. Lapel sprays so large 
that no lapel would hold them are clamped to the 
shoulder, or cover the entire breast-pocket of a coat. 
Gold and diamond ear-clips, buckles, and bowknots flash 
like the gold rush of *49. 

The pictures give you handsome hints of this winter's 
resort clothes, which are reasonably sure to be next 
summer’s successes, too. 
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Getting Acquainted with Customers 
Keeps Down Credit Losses 


HEN the Mulford Jewelry Co. opened its store 

in Memphis, Tenn., oil lamps, hitching posts and 

mule carts were standard equipment. Today the store 

uses indirect and fluorescent lighting, sells electric 

razors, and has not only kept up with the procession, 
but is going stronger than ever. 

Sixty years ago when Mulford started business, in- 


stallment credit in the jewelry field was unknown and 
the store operated on the old line cash and open charge 
account basis for over 40 years. In 1924, however, it 
was decided that to keep pace with the trends of the 
times a change to installment selling was called for. 

The decision was a profitable one, for volume of 
business showed a prompt and substantial increase as 
a result of this broadening of the store’s potential mar- 


ket, while at the same time credit losses have been held 
to an average of less than one per cent a year by sound 
policies and management. 

“The secret of holding credit losses to a minimum is 
close follow up,” says M. P. Hood, credit manager of 
the store. “By that I do not mean constantly pushing 
the customer for collections, but getting acquainted with 
them, knowing who and what they are, and learning 


Mulford Jewelr) Co. 


MEMPHIS. TENN 


Convenient terms at no extra cost 


iremen: hat you follow out the terms 
Seoun HA VE YOU FORG OTTEN? 
0 
_ Terms 


Belance on account $_—— 
— If So We Thank You. 


Your Check May Alresdy Be in The Mail 


When accounts are in arrears and can't be reached 
by telephone, they are sent a form letter like this 
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Just a job and an acceunt semewhere else 
don’t make an A-l credit prespect, 


says this firm whose careful policies 


reduce credit lesses to less than 1% 


about their family and social environment as well as 
their business and financial circumstances. Then if an 
account gets out of line we know the person we're deal- 
ing with and can handle the situation more intelligently 


than would be possible if he were known to us only as 
an account number and a credit reference. 

“In fact,” Mr. Hood continued, ‘“‘we become ac- 
quainted with many of our customers before they are 
aware of the fact that they are going to buy from us. 
There are several different ways to do this. Two of 
the most important ones I believe will best illustrate 
the idea. First, are graduates of all the city high schools 


and, secondly, are newcomers to the city. 


“Every year we take a picture of the graduating class 
and give a print to each graduate, with our compliments. 
No purchase of any kind is necessary to obtain the 
photo—the only requirement is that the graduate or 
one of the parents call at the store in person to get it. 
The school furnishes us the list of graduates, with the 
addresses and names of the parents. The following 
letter is sent to the parents at the same time as a postal 
card to the graduate informing him or her of the gift: 


“Dear Mr. & Mrs. Smith: 

“Frances’ Graduation Day—a day that will be re- 
membered always—is just a short time off. Pease ac- 
cept our congratulations. 

“Wouldn’t you like to have a picture of Frances and 
the graduation class? We feel that in years to come 
this picture will be enjoyed and appreciated more and 
more, by everyone in the family. If you will stop in the 
store at your convenience we will give you the picture. 
That is our gift to you and your graduate. 

“For this occasion you will want to give a lasting re- 
membrance—something that will be kept through the 
years, recalling to mind this happy occasion. Surely 
nothing can be more appropriate as a graduation present 
than a sparkling diamond, a handsome, dependable 
watch, or some other article of precious jewelry. Pos- 
sibly your own or your parent’s graduation present came 
from Mulford’s, 

“We have at your service, our budget plan of buying. 
Should you prefer to extend payment over several weeks 
or months, cash is not necessary, and no extra charge 
is made for the use of an account. 

“We earnestly solicit your patronage and offer our 
60 years experience as gift counselors to assist you in 
making your selection. 

“The large graduation clock will again be in our win- 
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dow, and each Senior will be represented on it by a 
number. Two beautiful wrist watches will be given 
away—also an exquisite diamond ring. Ask about it 
when vou call for your class picture.” 
“Sincerely yours, 
“Mulford Jewelry Company.’ 
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A certificate of credit (this picture is slightly 
less than actual size) is enclosed with each 
letter to newcomers +0 Memphis whose credit 
is vouched for by the Memphis Credit Office. 


“It will be noted that the letter makes it clear that 
there are no strings or obligations of any kind, although 


it does of course suggest that a gift to commemorate 
the graduation would be appropriate and that Mulford’s 
has a splendid assortment of things that would be ideal 
for the purpose. 

“However, no effort is made to sell them when they 
call, unless they themselves first mention that they want 
to buy a gift, as of course many of them do. The result 
is that we get a nice volume of business with no feeling 


on the part of the customer that they have been high- 
pressured. And equally important we have an oppor- 
tunity to chat with them on a friendly basis, get ac- 
quainted, and cultivate their good will for future busi- 
ness. Index cards (3x5) are made for the parents with 
the student’s name shown on the bottom of the card for 
future reference and follow-up. The parents are kept 
on the mailing list over a period of three years, and the 
graduate is placed on the mailing list as soon as we 
can ascertain that he or she has started working. 

“The second chief way we build new customers con- 
cerns new arrivals in Memphis. Our Credit Association, 
in cooperation with the Chamber of Commerce, is fur- 
nished the names of all newcomers; a complete credit 
report is made on each one with all information given 
from their former home. We get a copy of this report 
and send a letter of welcome to those whose past credit 
record is satisfactory, inviting them to use the account 
which we have already opened for them at our store. 
This letter encloses a certificate of credit as illustrated 
above, and says in part: 


“Dear Mr. & Mrs. Jones: 

“We welcome you, a new neighbor in our community. 
How do you like Memphis? If you haven’t already 
decided, we hope you will soon learn to feel as we do— 
that Memphis is the best city of all. We’re old timers 
and feel we can speak with authority. 

“Our store was opened during the era of oil lamps, 
hitching posts, and mule cars; today we use indirect 
lighting, electric razors, and have sinus trouble, but we 
still have the same name and address we had in 1880, 
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This letter accompanies the credit card 
and has built many satisfactory accounts 


and count as our friends many thousands of Memphis 
folks. 

“Assuming that you will make Memphis your home, 
we have taken the iiberty of opening an aecount on our 
books for your convenience. Please feel that the en- 
closed card is a sincere effort, Mr. and Mrs. Jones, to 
create a pleasant relationship between you and the Mul- 
ford Jewelry Co. 

“With so many occasions that require the services 
of a modern, reliable jewelry store, we feel sure it will 
only be a short time until we can serve you in one of 
our several departments... 

“When you are in town the next time stop in and look 
around our store—we’ll be mighty glad to meet you, 
and hope you'll like us. 

“Sincerely, 
“Mulford Jewelry Co.” 


“A 3 x 5 card with the date of this letter is made 
and filed in our active solicitation file. They receive our 
(Please turn to page 62) 



























































Contract and credit data on this side; account record on reverse 
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Charles Getz studied operating costs 
for years; then when he built 
his new jewelry store in Dayton 


he aimed to plug every “profit leak” 


by ROBERT A. LATIMER 


Below, two sections of the expertly planned store. 
Upper view, the fluorescent-lighted mezzanine silver 
department; lower view, the clock, costume jewelry and 
leather goods department at the rear of the main floor. 
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Selling Came First 


In Planning This Store 


Ti.ING of beauty is a joy forever,’ wrote a 

famous poet. But if a jewelry store is to be a joy 
forever to its owner, and not a source of continual head- 
aches, it must be more than merely beautiful. 

Fundamentally, a jewelry store has just one reason 
for existence—to sell jewelry. Therefore, above all 
else, it must be an efficient selling tool. Beauty of 
course is important, too, because a jewelry store sells 
beautiful things, and a store must be in keeping with 
the merchandise it offers; but physical beauty alone 
cannot compensate for lacks or faults in the practical 
features——faults that cause unnecessarily high mainte- 
nance and operating costs, or unforeseen additional ex- 
pense for later remodeling and changes to correct them. 

The new store of the Mayor Jewelry Co., in Dayton, 
O., is an outstanding example of a jewelry establish- 
ment specifically planned to guard against those “profit 
leaks” while at the same time providing a beautiful 
setting with plenty of customer-appeal. An examina- 
tion of the ideas which it embodies should be helpful 
to other jewelers who are thinking of remodeling their 
stores. 

Display windows occupy the full length and width 
of the building, which is located on one of Dayton’s most 
prominent downtown corners. Other features of archi- 
tecture and store appearance include wall cases, count- 
ers, and paneling of prima-vera wood throughout, a 
mezzanine devoted exclusively to sterling silver, prima- 
vera diamond rooms, resilient rubber tiled floor, mir- 
rored walls, striking photo murals, and the use of 11 
tons of white and black granite for the exterior. 

But the purpose of this article is not so much to 
describe the physical appearance of the store, as to ex- 
plain the ideas which Charles Getz, head of the store, 
has embodied in it to make it an efficient instrument for 
profitable merchandising. 

Throughout the nearly 20 years that Mr. Getz has 
been a jeweler, he has keenly and constantly studied 
the business from every angle, always seeking better, 
more economical, more effective ways of doing things. 
In a former store he developed a system for stocking 
diamond rings which has been adopted by many other 
Middle-Western jewelry firms. Another of his ideas led 
to a new type of silver display case that eliminates re- 
flections and other drawbacks to showing highly pol- 
ished metal behind equally polished glass. In the main, 
however, he has devoted spare hours to uncovering rea- 











Photographic murals along the right wall portray industrial Dayton. A catwalk 
that permits easy repairs to lighting equipment is concealed behind the murals. 


sons for the high cost of jewelry store operation, and 


practical means for overcoming it. Thus, when the new 
store was planned and the building contracts made, Mr. 
Getz took more than a superficial hand in the planning. 
stipulating this and that innovation which would cut 
down maintenance and operating costs, and so produce 
more net profit from every dollar of gross volume. 
“That’s the only logical basis on which to plan re- 
modeling,” Mr. Getz told a representative of Tue 
JeweLers Circutar-Krystonk. “Naturally, it is pos- 
sible to lay out an impressive store by simply going 


A smoked glass mirror at the right appears to double the store's width. 
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over the materials available and selecting the hand- 
somest that can be bought for the amount the store 
wants to spend. However, if the money spent on re- 
modeling does not at the same time cut down the ex- 
pense of operating the business, nothing is gained ex- 
cept a temporary ‘shot in the arm.’ Our idea was to 
design a store engineered for better selling, and then 
build around it the features which the customer sees.” 

Here are some of the features which stop “profit 
leaks” in the new Mayor building. They are listed in 
what Mr. Getz considers the order of their importance, 
with the solution which has been worked out for each 
of them. 

1. Air Conditioning. Located in a humid, high- 
temperature Ohio valley, Dayton stores require air con- 
ditioning almost as a matter of course. However, in- 
stead of overpowering the conditioning system of his 
store with a wastefully large-tonnage unit, Mr. Getz 
sealed off his basement show rooms, repair shops and 
storage space from the street floor with a heavy glass 
door, and provided two separate conditioning systems, 
one serving the main store area, and one the basement. 
Cold air sinks, it was explained. Consequently, to keep 
the first floor reasonably cool with the cool air con- 
stantly being drawn off by a basement of larger area, 
would require as much as 15 to 20 tons of cooling 
power. By sealing off the basement, each room is kept 
as cool as required with no strain, no spotty cooling and 
with a substantial saving in both first cost and opera- 
tion. The basement, with lower traffic and less heat- 

(Please turn to page 92) 
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OWKNOTS lead the parade of 1942 jewelry 

design. Fact is, these “dressmaker” bows, done 
in precious metal or a plating of precious metal, are 
just about the most graceful and versatile design ele- 
ment that jewelry creators have hit upon for several 
years. 

Some idea of the different loops and swirls that give 
character to the various bowknots may be gathered from 
the seven designs drawn especially for this page by 
Sol Kaufman, head of the jewelry design department 
of Kaye-Jordan Co., of New York and Providence. 

Pert and pretty for brooches (see the four designs 
for brooches), bowknots are likewise attractive for such 
other types of jewelry as earrings, bracelets and finger 
rings, as indicated by the other three drawings. 

Small gems of any hue can be combined effectively 
with the metallic bowknots. Melee is indicated for the 
two brooches at the left and for the earring, while the 
other four pieces call for nailhead or calibre rubies. 
Graduated small round pearls add interest to the brooch 
directly above. 
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TO LONGINES-WITTNAUER JEWELER AGENCY: 


With news of the war taking first place in our hearts and minds, 
advertising announcements for the moment seem of trifling import- 
ance. In the months that follow we will. adjust ourselves to our 
new conditions. And, working and selling wil go on, for that is 
the way of life. 
It was thus in the last war. It is thus in England now. Even 
under the daily threat of bombs the advertisements feature such 
luxuries as are available and jewelry stores, as others, command 
the interest of those who daily go about their work adjusted to 
the conditions of the hour, 


It is with this thought in mind that we remind you that baring 

the unforeseeable 250,000 or more enthusiastic football fans will 
flock to the five great football championship "Bowl" games on 
January 1, 1942 and this year all five have appointed Longines as 
official football timing watch ... the ROSE BOWL scheduled for 
Pasadena and transferred to Durham, N.C.; the ORANGE BOWL at Miami; 
the COTTON BOWL at Dallas; the PRO-BOWL game at New York; and the 
SUN BOWL at El Paso. The programs will carry another Longines 
sales message to a quarter of a million prospects. Our radio pro- 
grams will carry this Longines news to countless millions more. 


In 1942 we must all carry on as we can. The need for jewelry and 
watches will continue. To maintain our commercial strength is as 
much a move for national defense as to keep hope and courage high, 
*till VICTORY comes! 





FCR JANUARY, 1942 47 


























Nott ey “APNEA 


SA Fewe Jewelers New Kear Resolutions 
I fobs 1 Jawelor, herely retoloe thet thragheat !A2- | 


I will at all times conduct myself and my business in a manner 
worthy of the best traditions of the jeweler. 


ARR 
SAN SEAN at 







I will not indulge in competitive practices that I would not want 
my competitors to use against me. { 


I will follow a sane and sensible credit policy, with adequate down 
payments, and no unduly long terms. 








I will not give excessive trade-in allowances or guarantees. , 






I will not advertise ordinary commercial grades of diamonds as 
“perfect blue-white,” nor exaggerate in any of my advertising 
claims. 






I will join and support my trade association. 






I will take full advantage of the business helps prepared for my 
benefit by manufacturers and wholesalers. 










I will read my Jewelers’ Circular-Keystone carefully and closely, 
and make use of the many helpful ideas that it brings me. 





I will make my window displays timely and attractive, changing 
them at least every two weeks. 





—— 









I will remember that I am a good American first and a business 
man second. 










I will buy, and will help my employes to buy, Defense Bonds and 
Stamps. 





' I will cheerfully and uncomplainingly pay my income and excise 
' taxes, looking upon them as my small contribution to help insure 
\\ the continuance of American liberty. 
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We in the jewelry business know that our base metals 
have been sharply curtailed. They are needed for emerg- 
ency uses, right now. Such a situation brings with it 
many questions: What are we as manufacturers going to 
do about it? How can we expect to continue to furnish 


you with Hadley merchandise? 


Long before the present emergency arose our research 
men were experimenting with various metals seeking 
substitutes for critical metals which would not necessi- 
tate any sacrifice of Hadley quality standards. Some of 
these developments are already reflected in the new lines 
to be presented to you soon by your Hadley Distributor. 


In fairness to all we plan to distribute Hadley products 
on the most equitable basis possible by allocating our 
output where necessary to maintain our long established 
policy of delivering what we promise, when we promise. 

None of us know what tomorrow will bring . . . we 
must adjust ourselves to sudden changes. On our part 
we shall continue to do everything within our power to 
see that you have Hadley Watch Attachments and Men’s 
Jewelry to sell. The Hadley Company, Providence .. . 
New York . . . Chicago . . . Los Angeles. 






WATCH ATTACHMENTS 
AND MEN’S JEWELRY 

















Rules Set for Training Diamond Cutters 





Three-year apprenticeship provided for * full - cut’’ learners; two years 


for “ single - cut’? novices; New York City schools plan formal instruction classes: 


special wage scale is to be worked out for the “ single - cut *’ apprentices 


FFICIAL standards for training apprentices in 

the art of diamond cutting now apply to the 100 

or more diamond-cutting establishments under the Amer- 

ican flag, with the goal of building up this industry and 

retaining it, regardless of future conditions in Belgium, 
Holland, Germany and other foreign cutting centers. 

The apprenticeship regulations were recently adopted 
by the Diamond Workers Joint Apprenticeship Com- 
mittee, in cooperation with the Federal Committee on 
Apprenticeship of the Department of Labor’s Division 
of Labor Standards. The members of the Joint Com- 
mittee are Jack Solow and Al Abrams, of New York, 
representing the employers’ organization, the United 
Diamond Manufacturers’ Association of New York, and 
Jules Verbeeck and J. Appasser representing the 
Diamond Workers Protective Union of America (AFL). 

Though the U. S. has at present considerably over 
600 skilled workers engaged in sawing, cutting, lopping 
and brilliandeering diamonds, no apprenticeship stand- 
ards had previously existed, except arrangements for a 
limited number of apprenticeships arrived at between 
the union and individual employers before the enactment 
of the Wage and Hour Act. 

Declaring that the average age of the skilled diamond 
worker is 57 years, the Statement of Purpose accom- 
panying the standards holds that “it is essential that 
thought be given to the teaching of beginners so as to 
enable fresh blood to enter the field and prevent the in- 
dustry from dying through lack of adequate skilled 
personnel.” 

To this end, the Joint Apprenticeship Committee and 
the New York City Board of Education are working for 
the early establishment of classes in all subjects relating 
to diamond cutting, which apprentices would be required 
to attend for at least 144 hours per year. Until class- 
room study is provided, each shop is to give its appren- 
tices supplemental technical instruction for 144 hours 
per year. 

Somewhat different standards have been established 
for “‘full-cut’’ and “single-cut’’ apprentices, standards 
for the former having been approved on July 9, 1941, 
and for the latter on Sept. 22, 1941. 

Applicants for a “full-cut” diamond worker’s appren- 
ticeship must be between 17 and 21 years old and must 
make written application to the Joint Committee. Sons 
of employers and of journeymen members of the union 
are to have preference. With “single-cut” apprentices, it 
is specified that applicants must have passed their 17th 
birthday, and sons of employers and union journeymen 
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are to be given preference, except by employers not 
having contractual relations with the union, who may 
select their apprentices ‘‘in such manner as they find 
will get best results.” 

In all cases, applicants should have a high school edu- 
cation, and must show a medical certificate attesting 
good health and good eyesight. 

An apprenticeship term of three years is provided for 
‘“full-cut’’ learners, who have a probationary period of 
420 hours; the “single-cut” apprentices have a term of 
two years and a trial period of 320 hours. 

Apprentices who are learning to work 58-facet stones 
are to be given experience and instruction in the e1- 
ployer’s plant, under the immediate supervision of a 
diamond worker, in one of the following divisions: Saw- 
ing, cutting, lopping, brilliandeering or setting. Like- 
wise, a skilled diamond worker or the employer is to 
instruct the “single-cut” learner in one or more divisions 
used in processing 18-facet stones. 

Wages are to be the same for both types of appren- 
ticeship until a separate scale is determined for “single- 
cut” learners at a conference likely to occur within the 
next several weeks. The scale provides: First three 
months, $3 per week; thereafter a monthly increase of 
$1 per week for 29 months, resulting in a weekly wage 
of $32 a week during the 32nd month. The $32 weekly 
wage continues for the remaining four months of the 
apprenticeship term. 

A 35-hour week, of five seven-hour days, is provided 
for both apprenticeship classifications, save that a new 
factory cutting single-cut may work a 40-hour week 
during its first six months of operation by paying the 
apprentices so employed an hourly rate for all hours 
worked in excess of 35, the rate to be determined by 
dividing the applicable apprentice wage by 35 hours. 

A representative of the New York Apprenticeship 
Council or of the Federal Committee on Apprenticeship 
is to have access to shops where apprentices are being 
trained and is to advise the employer and the Joint Com- 
mittee about the training. Disagreements may be ap- 
pealed by employers or apprentices to the Joint Com- 
mittee or to the New York Apprenticeship Council or 
the Federal Committee. 

If lay-offs are necessary, single-cut apprentices are 
to be dropped in inverse order to their employment. 

Single-cut apprentices are to receive a Certificate of 
Completion of Apprenticeship, upon satisfactorily term- 
inating their learning period, which in cases of unusual 
ability, need not require as long as two years. 
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$ 
yours for 3 eee Fine art work, engravings 


and typography costing 
hundreds of dollars to pro- 


duce—to tie your adver- 
tising into the national 


diamond campaign. 


Special newspaper mats are now available to help 
you tell local customers you are the “trusted 
jeweler” referred to in the beautiful advertise- 
ments of the diamond campaign. Designed to fit 
into your individual store methods of adver- 
tising— illustrations by a famous pen artist, head- 
lines of fine typography and hand-lettering, and 
copy suggestions. All highly flexible, giving you 
the opportunity to hand-tailor your own sales 
messages on diamonds with expert and costly 
professional material. 

And remember this— more engagement rings 
Ait: than ever will be purchased during the war. For, 
thi " PS while lavish displays of other jewels may be sub- 


ht f 


dued, the engagement diamond takes on height- 
ened sentiment in times of stress. The national 
diamond campaign will continue on a consistent 
schedule in leading magazines, slanted to the in- 
tensified interest in engagement diamonds. There 


couldn’t be amore opportune time for you to tie in. 





Set of mats, at far below cost, $5. 


Enclose check with order: Diamond Promotion 
Dept., The Reuben H. Donnelley Corp., 305 E. 
45th Street, New York. De Beers Consolidated 


Mines, Ltd., and Associated Companies. 
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War Halts Liveon. Cultured Pearl Imports 






Gem imports from Thailand. Japan. Indo-China and China totaled 


#$1.500.000 during first nine months of 1941: trade with rest 


of Far East now via Africa: import data shown for January-September 


UDDEN extension of the World War, early last 

month, to the Pacific added Thailand, Indo-China, 
Japan and, for practical purposes, China to the list 
of nations which once were important suppliers of gems 
to the United States jewelry trade, but with which com- 
merce is no longer permitted or possible. 

Of the various gems heretofore imported from any 
one of these Eastern nations, Thailand’s zircons repre- 
sented the greatest dollar volume during the first nine 
months of 1941. The valuation of this period was close 
to $429,000. The United States was the principal con- 
sumer of zircons, which have been mined almost ex- 
clusively in the Province of Anam, in Indo-China, and 
cut in Bangkok, the capital of Thailand (Siam), either 
full-cut, with 58 facets, or single-cut as small as 120 
to the carat. 

Both Indo-China and Thailand were wholly domin- 
ated last month by Japan, the former through an in- 
filtration by agreement with France and the latter by 
a surprise attack followed by an “alliance,” and trade 
with both of these countries has been forbidden by the 
United States Government. 

The four or five New York importers who specialize 
in zircons enjoyed a brisk demand for these gems last 
year, due partly to the cutting off of European sources of 
other cut stones, and partly to the fact that the public 
was taking an increased liking for these blue or colorless 
gems. Prices, which had been lowered by competition 
from “satchel-office” small dealers, rebounded with the 
stoppage of imports. 

Besides zircons, the United States imported cut 
rubies and sapphires worth $21,012, from Thailand dur- 
mg the first three-quarters of 1941. 

Cultured pearls, another monopoly of the Far East, 
were also cut off as the result of the war between the 
United States and Japan, though commerce between the 
two countries had already been suspended in August. 
During the first nine months of 1941 imports of cul- 
tured pearls soared to $423,918, an increase of 82 per 
cent over the $232,406 valuation brought in during the 
same period of 1940. Japan accounted for $408,592 of 
them, leaving $15,326 credited to China. 

In addition to cultured pearls, from January through 
September of last year, the United States imported the 
following from Japan: Cut rubies and sapphires worth 
$225, other cut gems worth $17,398, uncut imitation 
stones worth $5,685, cut imitation stones worth $18,806, 
imitation opaque stones worth $2,701, synthetic stones 
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worth $1,776, and imitation pearls worth $24,256, for 
a total of $479,439. 

Though China fights on the same side as the U. S., 
its ports have been closed to trade since Dec. 7, and 
thus—barring the eventual exporting of merchandise 
through China’s ‘‘back door,” the Burma Road—Amer- 
ican gem importers lost an increasingly important 
skilled cheap labor source of cut semi-precious stones 
such as carnelian, lapis, tiger eye, onyx, rose quartz, 
cameos, scarabs, etc. These goods, which were cut 
mostly from South African rough, imported by China 
before the war, came to $76,225 during the first nine 
months of 1941. 

U. S. imports from China, during the same nine 
months, also included cultured pearls valued at $15,326, 
and cut imitation stones valued at $3,804, said to have 
been made and cut by European refugees. 

Krom the British crown colony of Hong Kong, we 
imported a few cut rubies and sapphires and other cut 
gems valued altogether at $4,568 during the first nine 
months of last year. In the same period French Indo- 
China sent us cut rubies and sapphires worth $10,000, 
besides other cut gems valued at $2,055. 

Thus nine-month gem imports from the Far Eastern 
war zone, now cut off to trade, totalled nearly $1,500,- 
000 in dollar volume. 


NEW ROUTE FROM INDIA 


Suspension of freight and commercial air service 
across the Pacific immediately affected U. S. imports 
from many other Asiatic countries, among them India, 
Ceylon, Burma, British Malaya, the Netherlands Indies 
and Australia. Shipments stopped from these lands, 
pending the development of new commercial routes to 
the United States, which gem importers thought might 
eventually find rubies, sapphires,-pearls, opals and other 
gems coming by way of the African Clipper. 

On Dec. 17, the United States Postoffice suspended 
''ranspacific airmail to the Far East and announced 
that in the future mail would be sent via the South At- 
lantic and African route, which connects Miami, Fla., 
with Lagos, Nigeria, by way of Port of Spain, Trinidad, 
Belim, Brazil, and Bathurst, Gambia, on the West 
African coast near Dakar. 

Insurance rates for the African Clipper service would 
be no more than 5 per cent, compared to the 10 per cent 
which was posted last month for registered mail pack- 

(Please turn to page 56) 
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On or about February Ist 


we will be located in our new home 


© 
Our Own Building 
7 East olst Street 


NEW YORK CITY 


Here under one roof will be our offices, as well 


as our diamond cutting plant. 


A cordial invitation is extended you to visit our 
new home in the heart of the Up-Town Jewelry 


District. 


DIAMONDS 


PRECIOUS STONES 


DIAMOND JEWELRY 








HARRY WINSTON ING. 


Diamond (Cutters 
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Established 1866 


608 Fifth Avenue, New York 


Cutting Works: shied 
64 West 48th Street 23 Holborn Viaduct 

















* * 


KORNBERG BROS. & SWAAB 


Cutters of High Grade 


AMERICAN CUT DIAMONDS 


Extend hearty wishes for a prosperous New Year 
and a cordial invitation to visit their modern 


diamond cutting plant. 


We also wish to thank our many customers for 


their valued patronage. 


FACTORY AND OFFICES O 
I hsiiailedeieeeeeiemenaliadl 


74 WEST 46TH STREET NEW YORK 


Telephone: Longacre 3-4805 


, 3 ES ae 
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Jewelry Borrows from the Zoo 


HE menagerie-inspired jewelry pictured on this 
page is a happy compromise between realism and 
abstraction. 

It was the goal of their creator, C. K. Jakobb, whose 
work has appeared in this journal during the last 10 
years, to develop a new kind of “zoological” jewelry 
that would neither be a mere picture of an animal nor 
yet an extreme modernism with little, if any, resem- 
blance to what it is supposed to be. 

Hence, these brooches, which have been cast in 14 
karat gold, but may be made, under the designer’s pat- 
ents in silver, electroplate or some one of the plastics. 
Here are some of the subtle effects: 

Instead of an entire elephant, only the trumpeting 
head, emerging from a circus ruff . . . three fairly realis- 
tic giraffe heads on jonquil-like necks . . . a fox-head 
surmounting a flowing brush . . . three sea-lions sunning 
themselves, but only one of them in much more detail 
than a head. . . a swimming polar bear poking his head 
up for air among curling sea waves. 
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FANCY- COLORED 
SAPPHIRES 


A LARGE STOCK IN ALL SIZES 
AND QUALITIES 


FACETED 
BURMA SAPPHIRES 
AND RUBIES 
FOR 
MANUFACTURING 


STAR SAPPHIRES 


INDIVIDUAL BURMA AND CEYLON 
STONES FOR RINGS AND ORNAMENTS 


@ "... IT IS OBVIOUSLY ESSENTIAL TO 
HAVE THE BEST POSSIBLE SOURCE 
OF SUPPLY ... AT A TIME WHEN 
TRADE IS EXPANDING AND ONLY 
WELL-FOUNDED CONTACTS MAKE 
SUPPLY CERTAIN, IT IS ADVISABLE 
THAT YOU INSPECT OUR STOCK 
THOROUGHLY... ." 

From our booklet MINING SAPPHIRES 
IN CEYLON, distributed to our many 


friends during the last two years. 


Harold Cohen 


ASSISTED 8Y 
MR. ABY COHEN OF LONDON AND PARIS 


620 Fifth Avenue 
New York 














WAR AFFECTS FAR EAST GEM TRADE 
(From page 52) 


ages sent by steamship via Capetown. Chief reason for 
the difference in rates is the shorter exposure to enemy 
attack, the air route requiring only one to two weeks as 
against one to six months for shipments by sea. 


GEM IMPORTS DURING 1941 


Of the 16 classifications of gem imports shown in De- 
partment of Commerce records, four registered increases 
in dollar value during the first nine months of 1941, 
compared with the same period of 1940, and 12 showed 
declines. The increases were in the value of cut dia- 
monds, cut emeralds, other cut gemstones, and rough 
gemstones except diamonds and emeralds. 

A big decrease in the importation of rough diamonds 
from the Union of South Africa occurred during the 
first nine months of last year, saw 88,377 carats worth 
$4,706,223, compared with 191,786 carats worth $9,- 
719,226 for the same period of 1940. During the same 
period imports from Brazil rose to 34,825 carats worth 
$1,261,715, as against only 103 carats worth $3,656 for 
the first nine months of 1940. 

Industrial diamonds, however, mounted to 2,911,117 
carats valued at $7,415,133 compared to 1,483,162 
carats worth $6,697,032 in the first nine months of 
1940. The Union of South Africa was the chief sup- 
plier, followed by Brazil, Belgian Congo, Venezuela, 
British Guiana and British West Africa. 

CUT DIAMOND IMPORTS 

In the case of cut diamonds, suitable for jewelry, 
Belgium continued to be our chief supplier, even though 
as German-held territory trade has long been interdicted 
with that former capital of the diamond-cutting indus- 
try. Surprisingly, during the third quarter of 1941 cut 
diamond imports from Belgium actually increased nearly 
five-fold in both volume and value. Some quarters of 
the American trade take the view that not all goods 
brought in by refugees are from old stocks, and con- 
sider it more likely that they are stones recently cut in 
Germany and in German-controlled countries which the 
immigrants purchase and bring with them to this nation 
by round-about routes. 

England, Palestine and the Union of South Africa 
greatly increased their exportation of cut diamonds to 
the United States. In England, three-quarters of all 
diamond production is required by law to be exported. 
In Palestine about 200 refugees are employed in 15 fac- 
tories and have made rapid progress with single cuts. 
Now cutting at more than double the rate of a year ago, 
the Union of South Africa leads the list of foreign sources 
for newly cut goods. In these three countries, the in- 


creased exports represent an increase in production. 

On the other hand, several countries (Germany, 
Mexico, Cuba, Argentina, Brazil, Malaya, Netherlands 
Indies and the U.S.S.R.) appear on the 1941 list though 
they exported few if any diamonds to the United States 
in 1940. In some cases, these stones were cut in Europe, 
when or where nobody can say, and are not actually the 
products of the countries from which they entered the 
U.S. 

The following table shows the number of carats and 
the valuation of cut diamonds entering the United States 


THE JEWELERS’ CIRCULAR-KEYSTONE 











during the first nine months of 1941 and 1940: 
First Nine Months 


1941 1940 
carats value carats value 

Belgium ........ 123,052 $6,722,113 165,499 $11,663,439 | 
ee ran 3,867 474,752 4,964 410,466 
Germany ...... 539 42,337 ee ein 
Netherlands .... 1,123 42,384 32,483 2,211,484 | 
Switzerland .... 630 108,796 993 87,781 
United Kingdom. = 15,543 _~—s:1,653,763 4,439 405,049 
OS ae 432 35,314 7 1,431 
“See eels ae 19] 16,947 hee Bae: 
Argentina ..... 146 8,607 ae has 
ROME ekki ors 2,470 276,702 36 4,098 
British Malaya. . 73 6,872 ue a tal 
Netherlands 

ee 104 5,339 ‘aie er: 
Palestine ...... 3,409 398,123 440 30,263 
Union of South 

are 31,043 3,776,182 15,735 1,764,445 
8:3) | Ses 30 2,250 2 ghee aa 

‘woenmw ...%. 182,652, $13,570,481 224,596 $16,578,456 


Third quarter imports, higher for 1941 in number of 


carats and dollar value, are shown in the following | 


table: Third Quarter 
1941 1940 
carats value carats value 
Belgium ....... 51,246 $2,801,445 11,200 $795,382 
PYOMGO  o.ccccce 675 139,550 947 111,588 
Netherlands .... 8 838 2,151 126,361 
United Kingdom. 4,035 541,644 2,233 200,605 
ee ae 63 8,559 1 231 
SES ha 6. Face ewe 42 4,087 ak aes 
|. | ar 535 67,551 36 4,098 
Palestine ....... 1,547 192,189 133 10,771 
Union of South 
yee 12,761 1,701,718 6,347 691,315 
| 1.) 3) Sere 30 2,250 hats, ss anal 
RORBIS Sc ccss 70,942 $5,459,831 23,048 $1,940,351 


EMERALDS — FEWER ROUGH, MORE CUT 

Seldom reaching large proportions, the importation of 
rough emeralds amounted to 14,364 carats valued at 
$6,915 during the first nine months of 1940, and de- 
clined to nothing at all during the same period of 1941. 
However, cut emeralds rose slightly in both volume and 
value, with the United Kingdom accounting for thie 
majority of our imports, which during the first nine 
months of 1941 totaled 18,497 carats worth $247,730. 


RUBIES AND SAPPHIRES IN VOLUME 

Government records tabulate rubies and sapphires 
separately from the heading “other gems’’ for the first 
time in 1941, and therefore a comparison with 1940 is 
impossible. During the first nine months of last year 
U. S. lapidaries imported rough rubies and sapphires 
valued at $9,711. This figure was a pittance compared 
with the $1,051,330 valuation of cut rubies and sap- 
phires brought in during the same period, chiefly from 
British India, Ceylon, Burma and the United Kingdom. 


OTHER CUT NATURAL GEMS ALSO UP 


Imports of various other cut natural gemstones (dia- 
monds, emeralds, rubies and sapphires not included in 
this classification for 1941) were valued at $1,023,033 
during the first nine months of last year, greatly higher 
than the same period of 1940. At that time rubies and 
sapphires were included under the heading “other cut 
natural gemstones,” not shown separately as for 1941, 
and the valuation came to $1,492,755, which covered the 
landed value of all cut natural gemstones except dia- 
monds and emeralds. 
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Genuine “Trublak”’ 


TRADE MARK) 


BLACK 
ONYX 


RINGSTONES 


ANY SIZE + ANY SHAPE 
ANY QUANTITY* 


Flat Top, Buff Top 
Single or Double Bevel 


PLAIN, DRILLED, SLOTTED 
Made to Order 


Solid all through Black honey-dyed color, su- 

perb finish, accurate uniform size, unqualifiedly 

and permanently guaranteed. None finer made 
anywhere. 


Adolf Meller 


Company 


Operating 


America's First Complete 
Cutting Plant for 
Black Onyx & Synthetic Ringstones 


400 Charles St., PROVIDENCE, R. I. 


VWintmum quantity required per size 
and shape ... 300 pieces. 


VO JOBBING ...NO RECUTTING 











The nine-month totals revealed sharp declines for 
imports from Germany, Italy and Switzerland, counter- 
balanced by increased shipments from Brazil (tourma- 
lines, topaz, amethyst, citrine, agate, etc.), China (vari- 
ous low-priced cut stones), Thailand (zircons) and 
Australia (opals); During the third quarter of the year, 
such imports from Brazil amounted to $86,000 compared 
to $16,000 for the same part of 1940; from Thailand, 
$203,000 compared to $65,000, and from China, $45,000 
compared to $7,000. 

Rough imports of “other” natural gemstones (except 
diamonds and emeralds), however, declined to $75,000 
during the first nine months of 1941, from a valuation 
of $95,000 for the same part of 1940. Brazil was the 
chief supplier both years, sending us rough worth 
$45,000 during this period of 1941, and $50,000 during 
the same portion of the previous year. 


DEMAND FOR NATURAL PEARLS 


The first three-quarters of 1941 saw an increase of 
51 per cent in the value of natural pearls imported into 
the United States, India supplying $145,897 of them 
and France sending in a valuation of $101,510. Included 
in the total valuation of $271,700 were $5,745 worth 
from Venezuela and $2,739 worth from Colombia, neither 
of which appeared in 1940. 

A decline of 24 per cent during the third quarter may 
reflect diminished production in the Persian Gulf fish- 
eries, as well as reluctance of Indian traders to sell. 

Cultured pearl imports have been reviewed on page 52. 
In the first nine months of last year the U. S. imported 
about $25,000 worth of imitation pearls, entirely from 
Japan. . 


SWITZERLAND SENDS MARCASITES 


Nearly four times the valuation of real marcasites 
were imported January through September, 1941, than 
in the equivalent part of 1940. Switzerland accounted 
for $18,368 worth out of a total of $22,208. The rest 
came from Germany. 

Meanwhile imports of imitation marcasites dropped 
from $17,562 in the first nine months of 1940 to less 
than $2,000 in the same part of 1941. Germany had 
supplied nearly all of the 1940 volume and sent in none 
in 1941, when supplies came only from Brazil and 
Switzerland. 





IMITATION STONE IMPORTS IN NOSEDIVE 


The first half of 1941 had more than doubled faceted 
imitation stone imports. The total from all countries 
was $499,400, compared to only $204,000 in the first 
half of 1940; Germany dominated this market, sending 
imitations valued at $437,800, compared to only $120,800 
in the same period of 1940. 

However, the suspension of trade with Germany last 
June resulted in an immediate curtailment of imitation 
stone imports. From all countries, during the third quar- 
ter of 1941, we obtained faceted imitation stones valued 
at $12,076—about one-tenth of the goods brought in 


| during July, August and September of 1940. Germany 


appeared as the source of imitations worth $1,516, as 
against $78,500 in the same period of 1940. Japan 
temporarily became our main supplier of imitations, 
with shipments worth $5,757. 
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We also imported a few thousand dollars worth of 
polished imitation opaque stones and uncut, unfaceted 
imitation stones during the period under review, Japan 
accounting for most of them in the third quarter of 
1941. 


SYNTHETIC GEM IMPORTS DECREASE 

After dropping during the first six months, the im- 
portation of synthetic stones dipped faster during the 
third quarter. During the first six months of 1941 the 
U. S. imported 390,700 synthetic stones valued at $184,- 
800, compared to 481,600 worth $235,000 received in 
the same part of 1940; imports in the third quarter of 
1941 were only 49,700 stones valued at $38,100, against 


192,500 stones worth $54,500 brought in during the 
third quarter of 1940. 


How imports of synthetic stones, January through 
September, 1941, declined from France and Germany 
but increased from Switzerland and Japan is shown in 
the following table: 








——Quantity Value 
194] 1940 1941 1940 
France _. . 33,075 279,646 $18,897 $122,875 
Germany ....... 227,249 337,779 138,260 146,503 
Switzerland 176,744 56,632 59,055 20,230 
I ei xs aes 3,393 cows i eee 
Italy ... qa ree 82 
Totals ...... 440,461 674,201 $217,988 $289,690 


The 1940 imports represent a larger proportion of 
very small stones than were imported in 1941. The 
diminishment of synthetic gems from abroad may not be 
of great hardship to American stone ring manufacturers 


since an announcement is expected from a major chemi- 
cal corporation that it will soon be producing colorless 
and red synthetic corundum not only for cutting into 
watch and instrument jewels and bearings but also to 


be cut for jewelry. 


WATCH IMPORTS CONTINUE DESPITE WAR 


‘Though the U. S. has been at war with Germany and 
Italy since Dec. 11 and though Switzerland, the last 
island of democracy in Central Europe, is completely 
surrounded by Axis territory, commerce continues be- 
tween Switzerland and America. 

Thus watch movements and completely finished 
watches continued to reach New York from Switzerland 
last month, and further imports seemed assured for the 
future. The American Export Line, which since the 
summer of 1940 had operated four and then three steam- 
ships between New York and Lisbon, suspended this 
service last month, with the arrival here of the Ex- 
cambion, some 40,000 watch movements in its cargo. 
‘These units were delivered to American importers a few 
days before Christmas. 

Besides the American Export Line, the Spanish 
Transatlantic Co. suspended sailings to Havana and 
New York. 

However, shipping continued between this country and 
Switzerland via ships of two nationalities: 

(1) The Swiss Government’s vessels, one of which 
is intended to leave Genoa, Italy, each month for New 
York. The St. Gotthard docked in New York late in 


December, with substantial consignments for many im- 
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CUTTING PLANT 
93 Nassau Street 
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porters, and simultaneously another Swiss-owned steam- 
ship was departing for the U. S. from Genoa. 

(2) Several Portuguese companies are continuing to 
operate vessels between Portuguese and Spanish ports 
and New York, among them the Titan Steamship Co., 
the Flomarcy Line and the Colonial Navigation Co. 
These ships are expected to pick up watch movements 
and complete watches, together with other Swiss mer- 
chandise, sent to Lisbon by coastwise vessels operated 
by the Swiss Government between Genoa and Lisbon. 


Even though transportation continues available, im- 
porters here expect reduced shipments after Jan. 1, due 
to a quota plan ordered by the Swiss Government on 
the basis of 1937 exports to the U. S. plus 1940 exports 
to the U. S., multiplied by 40 per cent, which would be 
roughly equivalent to the export volume of 1937. 


An American importer, William Helbein, of the Hel- 
bros Watch Co., succeeded in booking passage Nov. 26 
on the Yankee Clipper, to expedite the shipment of a 
consignment in Lisbon, and arrange 1942 Helbros pro- 
duction at Bienne, Switzerland. Just about the time he 
reached Switzerland, Germany and Italy declared war 
on the U. S. Though anxious friends in the trade feared 
for a time he might not be able to get out of Switzerland 
“for the duration,” his company was confident he would 
be able to fly back to New York by the end of last month. 


OPM HALTS IRIDIUM USE IN JEWELRY 


An order prohibiting the use of iridium and its alloys 
in the manufacture of jewelry, except by specific per- 





mission, announced on Dec. 12 by OPM’s Division of 
Priorities, means that the jewelry trade will turn to 
ruthenium alloys as a substitute. In announcing the 
order OPM said that it formalizes a request made on 
July 3 by OPM that this be done. The Advisory Com- 
mittee on Metals and Minerals had previously told OPM 
that ruthenium serves just as well as iridium for jewelry 
manufacture using platinum. 

The purpose of the order, Conservation Order M-49, 
was said to be to conserve iridium for military use, prin- 
cipally in the manufacture of hardened platinum mag- 
neto points for aircraft. It was pointed out that iridium 
is the hardening agent and that iridio-platinum alloy also 
is used in control instruments for tanks and other motor- 
ized equipment. 

The order applies to the use of iridium in jewelry 
manufacture and does not prohibit the use of iridium 
jewelry articles already fabricated. 

Importers, refiners and dealers in iridium, as well as 
makers, are required to report stocks as of Jan. 1, 1942. 

OPM has taken steps to find out the exact stocks of 
industrial diamonds in this country. Not only were 
holders of and dealers in industrial diamonds required to 
report their stocks as of Oct. 31, 1941, and direct sales 
to actual users, but owners of rough cuttable material 
also had to submit data on their inventories in various 
sizes, in view of the fact that there are “borderline” 
goods that might be considered cuttable material but 
which nevertheless might be useful as industrial stones. 

It was learned that the OPM is studying the shortage 
of phosphorbronze saws and other metal supplies for 
diamond cutting, particularly dops, wheels and gages. 


Since 1905 the name, Rosenthal & Kaplan, has been synonymous 
with quality rings and ring mountings. The new line for fall and 
winter has been styled for quick, profitable selling. These dis- 
tinctive, original designs defy competition. 





SEE THIS DISTINGUISHED LINE OF MEN'S AND 


LADIES’ RINGS ON YOUR NEXT VISIT TO NEW YORK. 
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. DESIGNED—FOR SELLING 
(From page 39) 


bracelets to sell. So, instead of the’ usual red and 
white fluff, which has been so overdone, we “grew” 
white paper hearts out of a little toy wagon of pink 
tulips and pinned the silver hearts on them. Some we 
dangled from the pink ribbon with which the cupid 
pulled the cart. The rest were placed on the floor, 
grouped according to style and price, with the arrange- 
ment carefully planned in such a way as to avoid con- 
fusion and overcrowding. 

A commanding effect was achieved by the simple 
color contrast (white and pink against a dark back- 
ground) and the fact that the hearts compelled atten- 
tion by seeming to thrust themselves at you. 

The window was gay .and cheerful—it sold gobs of 
hearts—and everyone was happy! 

The second window illustrates how merchandise 
which had been displayed before was given fresh appeal 
by suggested tie-up with advance season fashion. 

At the time, South American influence was prevalent 
in women’s fashion and one of the most popular colors 
was beige. The smart shops in town were doing win- 
dows featuring this shade and as we had some chunky 
silver jewelry with that Carmen Miranda look, we 
decided that now was the perfect time to use it. 

For fashion note, ribbons were beige, brown and 
dusty pink, with dises and frames painted to harmonize 
with this color combination. The jewelry was arranged 
freely with a piece or two perched in unexpected 
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spots. ‘The texture of the discs (asbestos and cement 
piping) and the design painted on the frame, plus the 
gaily painted gourds, gave the South American atmos- 
phere. “Seen With Beige—Early 1941” was the copy. 

Certain kinds of merchandise have definite seasonal 
selling possibilities. We have found that amber lends 
itself particularly well to summer display. Window 
Number Three used a beach effect to carry out the 
summer atmosphere. 

The color scheme was based on amber, with flowers 
made of chartreuse and salmon pink sponge against a 
drape of natural fish net. We used irregular chunks of 
dark brown pressed cork on a natural cork floor to 
make the elevation “build-up’’ on which the amber 
jewelry was arranged with seeming nonchalance. 
Clasped hands holding a particularly striking necklace 
added extra interest. 

“Choose Amber For Your Summer” was the selling 
message employed. The “net” result—we sold it. 

As I see it, display has a definite function to perform 
—that of window salesmanship. Just as you expect 
your salesmen to have the best approach to their cus- 
tomers, to know what to say and when to say it, so 
must your windows have the best psychological approach. 

Might I suggest that perhaps you are taking them 
too much for granted—that perhaps you haven't fully 
explored their possibilities ? 

As I have tried to show, it has been my experience 
that windows which maintain constant customer inter- 
est-—that continually put a fresh face forward—are a 
simple “dollar and cents’ proposition. 


— 
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“4 Thing of Reauty 
Is a Joy Forever!’ 


“The Glorious Butterfly"—Shown nearly actual size 
this life-like butterfly pin is entirely of finest cut im- 
ported color stones set in a background of scintillating 
rhinestones—truly in spring motif to enhance milady's 
new ensemble. To retail at $5.95. 


H. M. Schrager & Co., Inc. 


303 5th Ave., New York City — 36 S. State St., Chicago 
See Our Entire Line—Chicago Gift Show, Palmer House, Room 685 














BRITISH CUT 
DIAMONDS 


Direct from our 3 factories. 


We specialize in sizes from .20 to one 
carat pure and light pique. 


SEND A SAMPLE ORDER— 
WE DELIVER THE GOODS 


BRITISH DIAMOND CUTTERS, LTD. 
22, Hatton Garden, London, E. C. 1. 


Associated Company of J. C. Ginder (Birmingham) 
Ltd. Birmingham. London, Stafford, Wolverhampton 

















GETTING ACQUAINTED WITH CUSTOMERS 
(From page 48) 


regular mailings of advertising throughout each year 
for a period of three years. The card is then trans- 
ferred to an inactive file if the account has not been used. 

“These two forms of personalized advertising, backed 
by the store’s newspaper and radio campaign, are fruit- 
ful sources of opening accounts and have proved highly 
profitable. Also, this sort of approach establishes a 
friendly basis on which to meet the customer and ar- 
range the terms for his or her account. 

“We are members of the Retail Credit Mens Asso- 
ciation and use the reporting bureau for our informa- 
tion, but we do not go by any set rules for selecting 
our customers or in handling our accounts for collec- 
tion. We have opened many accounts for minors from 
our graduation advertising. The parent’s consent or 
knowledge of the purchase is required, however, in such 
cases. 

“While we do have conditional sales contracts, salary 
assignments and guaranteed accounts, we seldom resort 
to legal means to effect settlement of an account. In 
other words, instead of extending credit recklessly and 
then depending on the law to protect us from our own 
mistakes, we place our reliance on our judgment of 
the applicant, his past record, and our willingness al- 
ways to go more than half way to keep his friendship 
and good will.” 

The sales force concentrates its efforts on helping the 
customer to select his purchase, and never discusses 
terms or credit. If it is a charge sale, the customer is 
then introduced to the credit manager, who handles all 
this part of the transaction. 

Mr. Hood personally interviews all new accounts ex- 
cept during the Christmas rush when it is an impos- 
sibility for one man to handle all the interviews. At 
such times the overflow is taken care of by a store execu- 
tive—never by a minor employee. The sales contract 
(see picture) provides the routine information as to 
home address, employment past and present, and credit 
references, but supplementary information not called for 
on the form, which is gathered in the course of greeting 
and talking to the customer, is often the most valuable 
from the standpoint of future handling of the account. 
Mention of his business connection often brings out a 
friendship with someone the store knows; friends and 
relatives lead up to club, lodge, union, church activities 
and hobbies. The customer’s children, their ages, where 
they attend school, is a good subject to continue the 
conversation and bring out further information. 

After the application is completed the matter of 
terms is always left up to the customer. A suggestion 
or two may be necessary but usually the customer him- 
self will offer better terms than the store would ask, 
and rarely if ever will request more time than sound 
credit policy permits. 

It is most important after the transaction is closed, 
says Mr. Hood, to state the terms again, so there will 
be no possibility of a misunderstanding. This alone 
will head off a great deal of difficulty as well as pre- 
venting any feeling of annoyance if the account gets 
delinquent, and it becomes necessary to telephone the 
customer or send a statement. 
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“The sales contract, which contains on the reverse 
side a detailed record of all purchases, together with 
the name of the person who made each sale, as well as 
the credit information on the front of the card is filed 
with the bookkeeping record, thus giving us a complete 
picture of each account as we work the tray for collec- 
tions. We do not have a due date collection set-up, but 
prefer to look at a certain number of accounts each day. 

“If the account is in arrears, we telephone the cus- 
tomer rather than sending a letter or statement. Our 
attitude in such calls is always pleasant and friendly. 
Seldom is it necessary to mention the account. The 
customer will usually bring up the matter at once of 
his own accord, and offer either an explanation or a 
promise. In either case, we then have a definite under- 
standing and a notation of the facts is made with pencil 
on the bookkeeping card. Future conversations if they 
prove necessary, are then carried on from these nota- 
tions. 

“Some accounts cannot be reached by telephone and 
then it is necessary to mail a statement. On this form, 
a regular statement blank, we show the amount of the 
purchase and the balance due, the terms, and the last 
payment of so much on such and such a date. A printed 
form notice is sometimes used instead of the statement. 

“When you buy jewelry,” the notice says, “you have 
a right to expect full value for your investment . 
but, even more than this, is your right to feel that the 
prestige and reputation of the firm who serves you is 
your guarantee. Folks have been coming to Mulfords 
since 1880. We value your good will more than all the 
precious gems in our store and you may rest assured 
nothing will be done to jeopardize this priceless pos- 
session. Buy with confidence at Mulfords. Convenient 
terms at no extra cost. 

“Our only requirement is that you follow out the 
terms of your agreement. Have you forgotten? Balance 
on account $...... Terms...... Your check may al- 
ready be in the mail—If so we thank you.” 

“If that doesn’t produce results, a note of just a few 
lines is written in long hand. 

“Unless the account has responded in a satisfactory 
way to these effouts it will usually turn out to be a poor 
risk and is removed from the active ledger to the sus- 
pense ledger. These accounts may require a personal 
call to learn the trouble and determine what methods 
are to be used to collect. We do not use standardized 
form letters but handle each account individually and 
on its own merits. Here the special information we 
gather about our customers is a great help. 

“So, too, is our policy of using discrimination in select- 
ing new accounts, rather than pushing out credit on a 
mass production basis. The mere fact that a man or 
woman has a job, has had an account somewhere else, 
and finally did pay it out, is not alone enough to make 
him a satisfactory customer from our point of view. 
We prefer to confine our accounts to people that ap- 


preciate their credit and have a feeling of responsibility 
about living up to their obligations. We find that it 
pays because it builds a surer, steadier business with 
fewer headaches and lower costs, not only for bad ac- 
counts but for getting business. Eighty per cent of our 
volume is purchases by repeat customers who have 
learned to have confidence in us.” 
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Wadsworth tases 


Like the successful business man, Wadsworth 
Watch Cases have something more than just 
the usual to offer. 
With their distinctively smart styling, 
Wadsworth Cases please even the most criti- 
cal of your customers. 

Offices 


New York, 630 Fifth Ave. 
Chicago, 35 East Wacker Drive 


Wadsworth 


THE WADSWORTH WATCH CASE CO., INC, DAYTON, KENTUCKY 
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Each pattern display unit shows a place-setting in the 
rear, upper tier, and matching serving pieces in front. 


These Ideas Boosted 


Sterling Sales 25 Per Cent 


by STEPHEN STEVENS 


HEN sterling silver sales are not producing the 
sales volume that they should, many jewelers 
lay the difficulty to insufficient advertising and other 
promotion, at the same time wishing that it were pos- 
sible to step up silver revenue without extra expense. 
That such an increase can be accomplished by re- 
organization of the department within its own walls, 
without heavy expenditures for remodeling, advertising 
or other sales-energizers has been unmistakably demon- 
strated by Hess-Culbertson Jewelry Co. of St. Louis, 
Mo., where C. D. Henry, secretary of the store and 
manager of the sterling silver flatware department, has 
produced a 25 per cent volume increase at better prices 
through a series of simple changes in the selling setup. 
Although Hess-Culbertson has for a decade carried 
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This poster prices 50 place-settings 


a full line of sterling hollowware and flatware, the store 
is not known primarily as a silver house—one major 
reason why the flatware department is located well to 
the back of the store in a side bay. Here, where not 
much extra space is available, the store has for several 
years shown all sterling flatware patterns in a square 
booth formed by four glass cases, one of which is the 
low type permitting the customer to sit down while ex- 
amining spoons, forks, knives, etc., closely. Lighting 
here was bad, there was not enough room to show a 
complete pattern choice, and the department depended 
almost entirely upon newspaper advertising or the sug- 
gestion of salespeople to bring prospective customers 
to the silver, as very little floor traffic passed the de- 
partment in its natural course. 
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That was the situation in June of last year, when the 
silver management made a study of factors that were 
obstructing better sales, and then developed a solution 
for each one. Each problem was carefully analyzed by 
Mr. Henry, various solutions tested, and the best ones 
worked into a new departmental arrangement which 
has vastly increased sterling flatware sales. 

First problem was the inadequate display of patterns. 
In the way that the show cases were formerly fitted, 
with only one level of velvet trays in the bottom of 
each case, only about twenty patterns could be dis- 
played at one time. Now, Mr. Henry is showing 40 
patterns at a time—with no additional show cases. 
This has been made possible by constructing a double 
row of smaller 10 x 10 inch velvet display boards, with 
the second row raised above the first one, and further 
back in the case, thus forming a “‘bank” of much higher 
visibility. Next, instead of showing only staple pieces, 
as is customary in most stores, Mr. Henry has worked 
out a system to enable the prospect to visualize the en- 
tire set in use. This is achieved by showing staples 
such as teaspoons, forks, knives, butter spreaders, etc., 
on the upper rear row, and the matching serving pieces 
and extra items immediately in front. “In this way 
we make it possible for the prospective customer to 
see all the pieces of a pattern at once,’ Mr. Henry re- 
lates. “When she can see all fancy serving pieces at 
the same time, it sometimes helps to close the sale of 
whatever pattern is under consideration. We find that 
customers buy more confidently, buy more pieces at 
each visit, and in general are more favorably impressed 
with this system.” 

Next, Mr. Henry took up the point of time-saving 
for both customer and salesperson, with particular 
emphasis upon providing prompt service for the former 
—for example quickness in showing complete place set- 
tings. To meet this need, a reserve-stock drawer has 
been built into each display case, containing at least 
one dozen of every item shown on the two velvet trays 
immediately above. This makes it possible to assemble 















a complete table setting in a flash; to provide the cus- 
tomer who likes this pattern with the entire setting be- 
fore she has an opportunity to be distracted by another. 

Now, whether the customer wants a service for four, 
six, or eight persons, it is simple to place the entire 
setting before her within a few seconds after she picks 
out the specific pattern wanted. A velvet pad two feet 
in length is kept rolled up in each drawer, to provide 
an attractive as well as a rapid showing of the goods. 
Reserve stock drawers are considered as “forward 
stock,” inventoried weekly, and kept always to the 
minimum of one dozen of all staple items with a com- 
plete assortment of matching serving pieces. The entire 
drawer can be removed, taken to the basement stock- 
room and stock replenished at that point. Time saved, 
75 per cent in most instances. 

Another point which Mr. Henry took up in turn was 
the matter of flatware pricing—which he feels some- 
times loses the benefit of the tie-in possibilities with 
the manufacturer’s national advertising. “If the store 
shows patterns, prices and other details that correspond 
to the advertising in national magazines, it is reason- 
able to conclude that the customer will recognize the 
pattern instantly,” he pointed out. “The woman who 
has read the ads in the magazines is likely to have pat- 
terns and prices, pretty firmly fixed in her mind. If 
she finds the same pattern, but at a different price, she 
is apt to regard the setting as seconds, or imperfect 
goods—even though the store may be trying to offer 
her a first quality merchandise at a saving to her.” 

Hess-Culbertson’s sterling flatware department, there- 
fore, follows a rigid policy of matching prices with those 
nationally advertised by the makers of the silver. Mr. 
Henry deplores the sometimes-found practice of sub- 
stituting certain pieces in a set to keep down the total 
price. He feels that this idea inevitably spoils the at- 
mosphere developed by national promotion of the setting. 
Next, finding that customers are hesitant to order the 
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The dropped ply- 
wood "beam" across 
the top of this pic- 
ture houses lighting 
units directly above 
the cases where ster- 
ling flatware is dis- 
played. Its lettering 
calls attention to 
the sterling section. 
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ONSIDERING the year-round importance of 

wedding business to practically every jewelry 
store, it’s a wonder that more stores haven't tumbled to 
some year-round bridal activity like the “Brides’ 
Center” which has been developed by L. Lechenger, 
Inc., in Houston, Tex. 

Lechenger’s five-point program for lucrative sales of 
silverware, china and crystal to brides and for brides 
is no spotty, shot-in-the-arm seasonal promotion, since 
weddings take place around the entire calendar and 
even a June bride is more than casually interested in 
table accessories months before her marriage. 

Chronologically speaking, item No. 1 in the operation 
of Lechenger’s Bride’s Corner consists in an engraved 
invitation which the store sends brides-to-be as soon as 
the engagement is announced. Simulating a wedding 
announcement, the invitation says in script: “For almost 
sixty years The Lechengers have had the pleasure of 
offering beautiful silver, crystal, china and jewels for 
the consideration of the bride, her family and her 
friends. May we have the pleasant privilege of serving 
you?” 

A large proportion of the young women respond to 
this invitation with an early visit to the store, and to 
those who don’t, a sales letter is sent after an interval 
of ten days. This letter, item No. 2 in Lechenger’s 
bridal-business-building program, explains as follows 
why an early visit would serve the bride’s best interest: 

“During the next few weeks you will, no doubt, be 
busy gathering together your trousseau and other es- 
sentials for your new home. 

“And, after you get into that new home it is going to 
be very comfortable to know that you have your china, 
silver, and crystal well along toward completion for 
formal and informal entertaining. 
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Soon as an engagement is announced in the Hous- 
ton area, L. Lechenger, Inc., sends the bride-to-be an 
engraved invitation to come in and inspect their silver, 
crystal, china and jewelry. Many prompt visits result. 


5 Steps to More 
Bridal Sales 


In January no less than in June 
Leehenger’s “Bridal Center’ builds 
sales to and for brides, through 

the five-point program here described 


by FRED E. KUNKEL 


Houston, Texas \ 
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This follow-up letter tells why an early selection of “all three"— 
silver, crystal and china—is to the bride's genuine advantage. 
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Cards like this, shown about half size, re- 
cord the “wants” and possessions of every 
bride and former bride served by the Lech- 
enger store. Dates of wedding and birth- 
day lead to a number of subsequent sales. 


Right—Two skillful newspaper advertise- 
ments directed to brides. One is a con- 








Wa a. 
Smart-Brides Get 
ALL THREE At 











vincing argument for buying silver, china 
and crystal from the jewelry store. The other 
pictures and prices wide wedding bands. 











“So, when you are in the neighborhood of either our 
downtown store or our River Oaks store, won’t you drop 
in and let us show you some of our lovely patterns that 
play such an important part in being a gracious hostess. 

“The attached card (it’s a handy purse size) gives the 
name of department managers who are awaiting the 
pleasant privilege of serving you. They will gladly as- 
sist you in making a selection of patterns, and later 
tell your friends of this so that they will be in a position 
to make an appropriate and matching gift.” 

The card, mentioned in the letter, gives the name of 
the chief salesmen in the diamond, crystal, china and 
silverware departments; some people in telephoning 
have asked for someone whose name was on the card, 
and any number coming into the store have done so; 
thus, this personal little touch seems to be appreciated. 

Item No. 3, in Lechenger’s wedding business plan, 
involves only the top-flight brides—one in every five or 
six. This consists of the delivery of a “‘bride’s book” to 
the really important engaged young women. Such books. 
which provide a complete record of the wedding and 
wedding gifts, are given by the store to some 700 or 
750 brides, among the 3600 who marry each year in 
Houston. 

However, item No. 4—a card index record of the 
bride’s name, address, business address if any, wedding 
and birthday dates and wants and possessions in china, 
silver, crystal, watches, diamonds and rings—applies 
profitably to every bride-to-be served by Lechenger’s. 
As will be noted from the accompanying picture, this 
card index also has a column to indicate whether direct 
mail and telephone contacts have been made. 

The filing of these cards results in a complete record 
of the customer’s possessions, purchases and desires. 
In addition, it furnishes a handy follow-up for wedding 
anniversary and birthday gifts. 
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The fifth chief point in the five-point business-build- 
ing scheme capitalizes on all of the foregoing by urging 
Houston brides to “get all three” —meaning silver, china 
and crystal—at the Lechenger store. The advertising 
behind this “all three” promotion has proved its ef- 
fectiveness, with more brides than ever before register- 
ing not only their patterns in silver but in china and 
glass. 

One of Lechenger’s advertisements (reproduced above 
center) convincingly tells the whys and wherefores. 
Here’s what it says: 

“Why smart brides get all three at L. Lechenger’s. 
Silver—China—Crystal because 

“You will find in our extensive stock just the right 
complementing patterns to please you and at prices you 
want to pay. 

“Your friends will find it easier to select the gift you 
would most appreciate . . . thoughtful additions to your 
tableware. 

“In addition to these advantages in selecting all three 
at Lechenger’s, the Mister of your new home will like 
the convenience of knowing just where to go to select 
pleasing presents for important future occasions such 
as birthdays, etc.” 

When a bride does select “all three,’ 
shows its appreciation by sending her an appropriate 
gift—two soup spoons, for instance, supposing she has 
received only six soup spoons and eight knives, forks, 
tea spoons and butter spreaders. 

The promotion of the Bridal Center at L. Lechenger, 
Inc., has been such a success that the department itself 
is housed across the entire rear of the store, where, in 
January or in July, the bride and her family and friends 
may purchase correlated patterns in silver, china and 


> 


Lechenger’s 


crystal. 
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FEW months ago Tue Jeweters’ Circutar-Key- 
STONE made a survey to determine the extent of 
house-to-house selling by retail jewelers, the results of 
which were published on page 110 of the August issue. 
As readers of that article will recall, two sharply 
divergent points of view were found. ‘The worst head- 
ache a jeweler can have; we tried it and wouldn’t touch 
it again with a 10-foot pole” was the substance of the 
replies of many jewelers, while others were equally 
emphatic in their praise of “outside” selling as a sound 
and valuable aid in building volume and profits. 

The reason for the difference was not hard to discover. 
Those who found outside selling more thorns than roses, 
were stores who had tried it in a hit or miss sort of 
fashion, or had gone into it with their fingers crossed, 
simply to meet competition. The ones who enthused 
over it were those who had gone at it thoroughly and 
systematically and given it real thought and attention. 

As one of those who has found the method highly 
successful put it, “Taking up outside selling is really 
going into a new, different kind of business to which the 
average jeweler is a stranger. To set up an outside 
selling division he must establish the right foundation 
for it, or he will find himself in a lot of difficulty. But 
with the right kind of foundation, outside selling can 
be phenomenally successful. We know, because it has 
been phenomenally successful for us.” 

We asked that jeweler, S. A. Meyer, of Washington, 
Pa., if he would disclose, for the guidance of other 
jewelers, the technique which has proved so profitable 
for him. Here is his prescription. 

“First of all,” Mr. Meyer began, “the jeweler must 
realize and recognize the pitfalls that lie in the path 
of outside selling. He must study and analyze those 
pitfalls, and then so plan his operations as to avoid or 
overcome them. If he fails to make this careful pre- 
- liminary study and planning, or if he fails to give close 
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Meyer Shakes the Kinks 
Out of “Outside Selling” 


The griefless salesman-collector system used 
by the 10 Meyer stores avoids over-selling 
and misrepresentation, builds large sales volume, 


and holds credit lesses to less than I per cent. 


by DANIEL JOY 


and careful supervision to the actual execution of his 
plans, he is bound to encounter the troubles that have 
soured so many people on this form of selling, when the 
real trouble is simply that they have rushed into it 
blindly without adequate preparation. 

“We ourselves have had unsatisfactory experiences 
with outside selling on previous attempts, but still felt 
that since so many other organizations were making a 
success of it, the real root of the trouble could not lie 
in the method itself, but must be somewhere in our appli- 
cation of it. 

“So we started out by making a frank analysis of the 
difficulties we had encountered and found that all of 
them could be traced to one or more of five basic faults: 

1. Unsatisfactory personnel. 
2. Lack of training and supervision of sales- 
men. 
3. Improper tactics by salesmen. 
. Credit and collection difficulties. 
5. Wrong selection of merchandise to be sold 
through outside men. 

“Number four, in turn, is usually a result of number 
three, and so all but the last of the above list have to 
do with some aspect of the fundamental question of 
personnel. 

“Personnel is, of course, the very heart of outside 
selling because its actual operation is in the hands of 
that personnel. Hence it is impossible to lay too much 
stress on the vital importance of the selection, training 
and supervision of these salesmen. 

“Selecting the men is the easiest part. The quali- 
fications are much the same as for salespeople inside 
the store. Men must be neat and presentable, be able 
to talk easily and persuasively, be of good character 
and personality, and must have a natural aptitude for 
selling. Previous experience in the jewelry field is 
unimportant. It is much easier to teach the points of 
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the line he is selling to a man with a natural bent toward 
salesmanship, than it is to teach selling to a man who 
knows jewelry. 

“New men are given a thorough grounding in the 
features of the lines they are to handle before being 
sent out in the field. And here, let me touch briefly on 
point number 5 in the list above. 

“Outside selling should be based upon a few selected 
products and certain well-defined price units. Too much 
diversity is bad. Your salesmen will get much better 
results if they carry just a few well-chosen items and 
concentrate on selling those particular things, than they 
will if they try to be traveling jewelry stores with a com- 
plete stock out of which some customer somewhere may 
buy something. 

“We have found that the best lines for outside sell- 
ing are silverware, watches and electric appliances. 
Then we concentrate on just one or two things at a time 
in each of those lines. In silver, for example, we take 
an assortment of a certain size—say a 52-piece service 
for eight, in just one pattern—and confine our outside 
selling effort to just that one unit till its possibilities 
are exhausted. Or, in electric appliances, our men will 
carry just one make and style of electric iron and work 
exclusively on selling that, instead of trying to offer 
anything and everything in the way of electric equip- 
ment. In watches, they may carry one man’s and one 
woman’s model of the same make. 

“Coached and trained in the sales points of those 
particular items, they go out and create sales instead 
of merely showing a miscellaneous assortment of goods 
in the hope of having an occasional order handed to 
them. 

“Of course, if a customer asks for some other item 
the salesman is permitted to sell anything in the store, 
and gets the usual commission. However, this is infre- 
quent because of the emphasis that is placed on the item 
the salesman is featuring. In fact, we never have any 
difficulty about our rule that 90 per cent of each sales- 
man’s volume must be in the goods he’s carrying. Usually 
it is well above 95 per cent. 

“Not only are the men thoroughly coached on their 
new items when a new drive is being started. New ideas, 
new selling points, new approaches are being given to 
them all the time in frequent sales conferences and 
letters. Frequent sales contests, too, help to keep them 
on their toes. 

“In order to get and hold the kind of men we want, 
we make it worth their while both in immediate income 
and in opportunity to build a permanent future. The 
latter is just as important as the first, because to the 
right kind of man the assurance of future security, so 
long as he does a good job, is equally as important as 
this week’s pay. Moreover, because our men know that 
their territory is their permanent asset, they aren’t 
going to destroy its future possibilities by using im- 
proper tactics to get orders today. 

“This personal responsibility is furthered by making 
our salesmen collectors as well and having them collect 
the payments on their own sales. Credits are, of course, 
passed upon by the management before any goods are 
delivered or contracts accepted, and an additional safe- 
guard is provided by having every salesman-collector 


74 





post a bond—a feature that is very unusual in such an 
organization. This, too, of course, helps to instil a sense 
of responsibility. 

“Another result of all these things, coupled with the 
excellent pay that these salesmen make, is an excep- 
tionally low rate of turn-over of personnel. In fact, the 
percentage of annual replacements in our outside staff 
is even lower than among our store sales people. 

“The basis of payment for these salesmen-collectors 
is $35 a week straight salary, plus a commission of ten 
per cent on all sales. In return, each man is required 
to produce $10,000 of sales per year. If he doesn’t 
bring in business at this rate after a reasonable trial, 
he is dropped, but we find that with the careful selec- 
tion of our men and the thorough coaching we give them, 
this is seldom necessary. 

“Under this arrangement, every man makes a min- 
imum of $55 a week—$35 in salary, and $20 in com- 
missions—and most of them do considerably better. 
Thus it is possible to attract and keep desirable men. 

“Of course the alloting of territories is important. 
They must be large enough to enable the salesman to 
build up a worth while business, yet not so large that 
he will neglect parts of it or cover it too infrequently. 
Our experience has been that in a town of from 25,000 
to 50,000 population—and we have a chain of stores in 
ten such towns—three salesmen to a town seems to 
work out just about right. 

“Several different methods are used in working the 
territories according to the program under way at the 
time. At times the men are sent out to canvass on a 
regular house-to-house basis, calling at every home on 
their routes. Following this, they may work on a chain 
of built up leads developed wholly or in part from this 
canvassing. Or, at another time, they may be assigned 
certain selected calls in connection with some particular 
campaign. 

“At all times, however, all present customers are 
called on once every week, regardless of any other 
assignments the salesman may have. Every active ac- 
count in each territory is allotted to some one specific 
day in the week, and every one must be called on on that 
particular day. This we consider absolutely vital. Prac- 
tically all of our accounts are on a basis of weekly 
payments, and the salesman-collector must be there on 
that day to keep both the customer and himself in the 
right habits of prompt and regular payments. 

“This, in our opinion, is one of the most important 
factors contributing to our experience of an average of 
less than three-fourths of one per cent credit losses on 
these outside sales. Getting the salesman-collectors to 
cooperate in this system is easy because their earnings 
are based on net collections, all bad accounts being 
charged back to them—another inducement, incidentally, 
to clean selling. 

“But all of this involves a lot of work, you say. Of 
course it does. I said at the beginning that outside 
selling is a business in itself and that anyone who hopes 
to make a success of it must give it the same time and 
thought and effort that he would to the operation of 
any other business. If he isn’t willing or isn’t able to 
do so, he’d better let it alone altogether, but if he will 
properly organize, supervise, and manage it, it will 
pay him rich rewards.” 
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. after modest-priced displays bring ‘em in. 


Stop. Look—and Buy! 


UNDREDS of folks stop to look at the show 

window displays of the Staub Jewelry & Gift 
Shop, Madison, Wis., and many return a second and 
third time to look at the same window. This fact is 
significant for, as a rule, it is not a simple task to stop 
the hundreds of busy students and town folks who pass 
up and down State St., in Madison, seat of the Univer- 
sity of Wisconsin. 

Not only do folks stop and look, but because they 
are not frightened by high price marks on the articles 
which characterize the traditional jewelry store, they 
come in to buy. Many other jewelers had tried it on 
State St., and gone out of business, but Mr. and Mrs. 
Lloyd L. Staub stepped in where others had failed. 
After two years they feel confident that their venture 
was a wise one. 

For six years previous, the Staubs had operated a 
jewelry and gift shop at Mt. Horeb, a small town some 
20 miles from Madison, and had built up a large fol- 
lowing of customers from the student body of the Uni- 
versity and Madison town folks. On the basis of this 
experience in Mt. Horeb, they planned to open a second 
store in the University section. 

The major factor in their success arises from their 
small show windows which stop the traffic on State St. 
This goal is achieved in several ways. First, every 
window is a work of art. They don’t arrange watches 
or rings row upon row, but rather seek variety in ma- 
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terials, balance in arrangement, unique appeal, and con- 
siderable price range in the articles on display. Mr. 
Staub reports that they work hard on the windows, re- 
arranging them many times, all of which suggests the 
temperament of an artist behind the job. 

Their gross sales this past year have been divided 
on a 50-50 basis between giftwares and traditional 
jewelry, but the business is built around the modern 
gift shop appeal. To many old-time jewelers, this ap- 
proach to the customer cheapens a store which they feel 
should major on selling diamonds and watches. But 
the Staubs have proved that it pays. 

One argument against playing up the gift shop angle 
is that the customer may take an inexpensive article 
when they might have purchased a better article, if the 
cheaper one were not available. Mr. Staub admits that 
this is possible, but maintains that if the store stresses 
only the quality jewelry atmosphere, and as a con- 
sequence the fear that its prices may be high, the cus- 
tomer doesn’t even come in. Furthermore, it happens 
quite as often that a customer comes in to make an in- 
expensive purchase but sees something more expensive 
which pleases because of its better quality, and winds ~ 
up by buying the better item. 

It is possible to argue pro and con about gift store 
appeal for jewelry stores, but Mr. Staub has proved 
in two years that he can get the customers to “stop, 
look and come in to buy.” 
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feather edge. 1. Silver. A decoration 
used on the handles 
of spoons and forks. 
It indicates a sug- 
gestion of feathers 
repeated along the 
edge of the handles. 
2. Metal work. A 
burr left on a corner 
of metal work after 
cutting, as in gear 
cutting, filing, drill- 
ing, turning, and 
many other similar Feather Edge 
operations. Handle 

feather gypsum. SATIN SPAR. 

feather white. Same as FEATHER GYP- 
SUM. 

fei-ts’ui. A name originally given by 
the Chinese to the opaque, brilliant 
green jade, also known as king- 
fisher jade, because of the resem- 
blance to the color of the feathers 
of that bird. Today it means all 
varieties of jadeite except the 
opaque dark green. See PI YU. 

feldspar. A group of rock-making alu- 
minum silicate minerals with pot- 
ash, soda and lime. There are some 
gem forms such as amazonstone, 
moonstone, labradorite, and peri- 
sterite, but the mineral is one of 
the commonest of all minerals and 
a constituent of almost all igneous 
rocks such as granite and basalt. 
see also ADULARIA, ALBITE, AVEN- 
TURINE, SUNSTONE. 

feldspar-apyre. French term for AN- 
DALUSITE. 

felspar. A British spelling for feld- 
spar, originating either through a 
misprint in an old English min- 
eralogy or a mistranslation of the 
original German, but clung to tena- 
ciously ever since. 

female. 1. Mechanics. Term denoting 
hollowed out, as a female lathe- 
center, with a v-shaped counter- 
sink to support a pointed end on a 
piece of work; or a female stem, 
with a hollow square to fit the 
square of a winding arbor. 2. 
Gems. The attribution of feminin- 
ity to a stone usually signifies that 
it is of weaker color than the male 
counterpart. Such usage has, of 
course, no standing and no signifi- 
cance. See MALE. 

ferrolite. Name given to a black iron 
slag proposed for gem use in Ger- 
many; said to take a good polish 
and make a brilliant gem. 

ferruginous. Iron-stained or contain- 
ing iron. Many materials are col- 
ored by iron compounds. 
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ferrule. A band of metal, fitted to an 
article made of another substance, 
as a tobacco pipe, file handle, etc. 

fesse (fess’). A term in heraldry to 
designate a broad band of metal or 
color which crosses the shield hori- 
zontally and upon which other 
charges are occasionally engraved. 

festoon. An ornament usually in the 
form of a garland or wreath, com- 
posed of flowers, fruits and leaves, 
bound together and suspended by 
the ends. 

fibrous gypsum. See SATIN SPAR. 

fiddle pattern. A 19th century design 
for spoons and forks. Its charac- 





Fiddle Pattern 


teristic features are round end, 
straight sides, and sharp corners 
where the handle rounds away into 
the stem. 

field. Heraldry. The whole surface of 
an escutcheon; also the part un- 
concealed by the bearings. 

field, magnetic. The region around a 
magnet in which its influence is 
appreciable; particularly, in horol- 
ogy, in which magnetism is strong 
enough to magnetize a watch. 

figure-eight caliper. Tool for holding 
watch balances or wheels for test- 
ing during truing operations. 

figure stones. Agalmatolite, in refer- 
ence to its frequent utilization by 
the Chinese in inexpensive carv- 
ings. 

file. A hand-tool for cutting metal, 
etc., to shape it; usually made of 
steel, with teeth cut by a chisel to 
cover its surface, then hardened. 
Files are of many forms, sizes and 
degrees of “cut” or fineness of 
teeth. For special uses in horology, 
small files are occasionally made of 
hard stone, like sapphire, ground to 
shape with surfaces left more or 
less rough to form cutting teeth. 

file card. A brush with steel wire 
bristles, for cleaning teeth of files 
from metal waste or dirt; effective 
for coarse-toothed files, but not for 
fine-cut files, for which a metal- 
edged file cleaner is superior. See 
FILE CLEANER. 

file cleaner. A narrow strip of brass 
or copper, first rubbed across its 
corner against the single-cut teeth 
near the tang of the file to be 
cleaned, then the teeth thereby cut 
in it are pushed across all the teeth 





of the file, pushing out dirt and 
metal waste. 

filigree. Jewelry. Ornamental work 
formed of wire, bent 
into designs, some- 
times with bits of 
metal added, sold- 
ered together and 
to other parts of the 
piece of work. 

filing block. A block, usually of hard 
wood, held in a bench vise, its top 
grooved to support a metal pin 
while being filed for watch or 
jewelry work. 

filing fixture. A watchmakers’ lathe 
attachment, for filing flat-faced di- 
vided_ work on material held in 
lathe chuck; it supports a hand file 
on two hardened steel rollers ad- 
justable in height, to guide the file 
and control the amount of material 
being cut. 

filing pin. A wooden extension on 
front of jeweler’s bench, for sup- 
porting work to be filed or sawed. 

filings. Precious metal wastes swept 
from jewelers’ work benches, com- 
prising grains from filing and saw- 
ing, small bits of metal cuttings, 
etc., usually the most valuable class 
of material for refining to recover 
metals in usable form, or their 
value; distinguished from the less 
valuable floor sweepings. 

fillet. A narrow strip of metal raised 
above the general level of a sur- 
face, such as the seat for regulator- 
index on balance cock of some 
watches. 

fillister head. On a screw, as a watch 
pillar-screw, a head with its edge 
formed like a vertical wall instead 
of like the sharp edge of a round- 
head screw. 

findings. Jewelry. More or less stand- 
ardized parts of jewelry marketed 
for use in manufacturing and re- 
pair work, such as pintongs, joints, 
catches, drops, balls, settings, etc. 

fine cleavage. Diamond fragments still 
worthy of cutting after the cleav- 
ing. Also used for odd-shaped or 
flawed stones requiring cleaving. 

fine gold. Pure gold of 24 karat qual- 
ity, without alloy. — 

fine light brown. A diamond color 
grade, intermediate between DARK 
CAPE and LIGHT BROWN—G. F’. Her- 
bert Smith. 

fine rust. Name sometimes given to 
the green patina of bronze. 

fine silver. Pure silver; silver without 
alloy. 





Filigree 
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fine silver Cape. A diamond color 
grade, third in the series, preceded 
by WHITE and followed by SILVER 
CAPE—G. F. Herbert Smith. 


finger bowl. A table appointment 
sometimes of silver or glass-and- 
silver to hold water for rinsing the 
fingers at the table. 

finger cot. A cap of paper or other 
material, worn over finger-tips to 
avoid staining watch parts in as- 
sembling work. 

finger-piece. A button protruding from 
any part of a watch-case, to oper- 
ate setting work, a catch spring, 
the striking of a repeater, the 
hands of a chronograph, etc. 

finial (finn’i-al). Decorative ornament 
used as a terminat- iA 
ing motif, as on the 
cover of a tea or cof- 
fee pot, usually in 
the form of a knob, 
a pineapple, or foli- 
age. 

finift. Decorative work on clock cases, 
jewelry, etc., composed of wire and 
enamel, of ancient Byzantine 
origin. 

fining. In polishing metal goods prior 
to electroplating, a light polishing 
with a dry buff free from the usual 
abrasive; the rotating buff may be 
touched occasionally with a piece 
of charcoal or pumice stone, to 
keep its surface from becoming 
glazed. 

finishing. In watch factories, the oper- 
ations involving hand work, such 
as adjusting, as distinguished from 
production of parts, are classified 
as finishing. 

finishing stone. A piece of flint stone 
used by electroplaters for dressing 
felt polishing buffs, to keep their 
surfaces in good working condition. 

fire. Gemology. The rainbow flashes of 
light reflected from within a stone. 
Fire depends upon the dispersion 
of the gem as well as upon the re- 
fractive index, the color and the 
cutting. See DISPERSION. 


fire-coat. A film of oxide on surfaces 
of metal or gem stones, caused by 
heating work during soldering, etc. 
Fire-coating is prevented by coat- 
ing work before keating with a 
chemical anti-oxidizer, such as bo- 
racic acid dissolved in alcohol, fol- 
lowed by immersion in diluted sul- 
phuric acid after the soldering is 
done. See PICKLING. 

fire gilding. Fire, or mercury, gilding, 
the oldest known process of gild- 
ing, is a durable but expensive 
method of applying gold to another 
metal. Mercury in contact with 
gold absorbs the precious metal to 
form an amalgam and, the mercury 
being driven off by heat, the gold 
is left on the other metal. 


fire marble. A variety of marble in 
which fossils have been so well 


(A) Finial 
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preserved that the mother-of-pearl 
of their shells still gives off the 
colored flashes characteristic of 
fresh shell. Also known as LUMA- 
CHELLE. 


fire opal. A reddish Mexican opal, 
often facet-cut, and not necessarily 
showing the color play character- 
istic of other precious opals. See 
GIRASOL; GOLD OPAL. 


firing. In “hard” enameling, the heat- 
ing of articles engraved or other- 
wise prepared and filled with pul- 
verizing enamel, to melt the 
enamel. 

firm-joint caliper. A caliper in which 
the joint of the arms is fitted with 
enough friction to hold the arms 
in place for use after setting. 


firozeh nakis. Said to be listed among 
the mineral products of Tibet by 
Abdul Kadir Khan, and said by 
Pogue to be an inferior turquoise. 


first bye. A diamond color grade, be- 
low. SECOND CAPE and above SEC- 
OND BYE—G. F.. Herbert Smith. 


first water. An ambiguous popular 
phrase generally referring to a 
fine quality stone. 


fishbone casting. A quick method of 
reproducing a piece of jewelry by 
casting it from melted gold, in a 
mold made of two pieces of cuttle- 
fish bone. This bone has, inside of 
its hard outer layer, a porous sub- 
stance. Two pieces of this, flat- 
tened and keyed together with 
wooden pins, are pressed together 
onto the piece of work that is the 
pattern, until they meet, leaving 
the form of the pattern pressed 
into the porous bone, half of it in 
each piece of bone. Separating 
the bone, removing the pattern, 
cutting a “gate” for pouring the 
metal into the mold, and replacing 
the two halves of the mold to- 
gether, leaves it ready to use for 
casting. Any work that has no 
undercuts in its form can _ be 
reproduced by casting with this 
fishbone. 

fish-eye. In reference to diamonds, a 
stone with a dark ring where the 
pavilion facets reflect the girdle, 
because those facets are too flat. 
Fish-eye has also been used as a 
synonym for moonstone. 


fish fork. 1. An individual fork with 
four tines, used with an individual 
fish knife, similar in style to the 
individual salad fork but larger. 2. 
An all-silver fork usually with 
four tines, used with a serving 
fish knife. 

fish knife. 1. An individual knife used 
with an individual fish fork when 
the fish course is served. Some- 
times made of all-silver with a flat 
handle. Usually made with a hol- 





2. Fish Serving Knife 


low handle and a steel blade. 2. 





A large all-silver knife with a 
broad blade, used with a large 
four-tined fork when serving fish. 


fishline cord. Braided silk cord in 
graded sizes for stringing pearls, 
etc., for necklaces. 

fish oil. In horology, lubricating oils 
made from fats obtained from 
marine animals; among the fats 
most used are those surrounding 
the jaws of the porpoise, and from 
a cavity back of the head of the 
blackfish, called the melon. 

fish pearl. An imitation pearl made 
from the fish-scale product. See 
IMITATION PEARL. 


fish set (serving). A fish fork and 
knife of serving size. 

fish silver. Same as FISH PEARL. 

fitter. A ring turned out of metal, 
fitted outside to the movement re- 
cess in a watch case, and fitted in- 
side to hold a watch movement 
smaller than the case was origi- 
nally made for. 


five-minute repeater. A striking watch 
which indicates time by strokes, 
each of which means a five-minute 
period after the hour or quarter 
hour last passed. 


five o’clock tea spoon. A small tea 
spoon, between a regular tea spoon 
and a demi-tasse coffee spoon in 
size. 


five-position adjustment. Adjustment 
of a watch to obtain the maximum 
uniformity of timekeeping in the 
positions known as: pendant up; 
pendant right; pendant left; dial 
up, and dial down. 


fixed star. Term denoting a self- 
luminous stellar body, as distin- 
guished from the planets; observa- 
tions for determination of sidereal 
time are made on the fixed stars; 
so named because they seem to 
remain in the same relative posi- 
tions in the heavens. See SIDE- 
REAL TIME. 

flagon. A drinking vessel which might 
be described as an attenuated 
tankard. The lid 
which has the thumb 
piece is hinged at a 
point set well back 
on the handle. 

flame-guard. A protec- 
tor for stones set in 
a piece of jewelry, 
from flame used in 
soldering during re- 
pairing. A guard much used is 
wet thin paper wrapped around 
parts, of a ring for example, that 
do not need exposure to the flame. 

flame opal. FLASH FIRE OPAL. 

flank. The non-acting part of a gear 
wheel tooth. See DEDENDUM. 

flannel buff. A variety of polishing 
lathe buff, made of many layers of 
cotton flannel of circular shape, 
stitched together; used for pro- 
ducing a high bright polish with 
rouge. 





Flagon 
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flash fire opal. Precious opal in 
which the color flashes are in 
rows or streaks, or single broad 
flashes of color. 

flask. A vessel for carrying liquids 
usually in the form of a bottle or 
a gourd. 

flat buff. A hand buff with a long flat 
abrasive surface, used by jewel- 
ers and watchmakers for grinding 
and polishing. 

flat chasing. A surface decoration ac- 
complished by working upon the 
outer surface of a piece of silver, 
with a blunt edged tool, which does 
not, as engraving, cut away any 
silver but merely displaces and 
depresses it along the lines of the 
pattern. See CHASING. 

flat ends. Thin diamond cleavages. 

flat-face chuck. Design of wire chuck 
for watchmaker’s lathe, with ex- 
posed ends of jaws flattened in- 
stead of rounded, to bring the 
strain of holding work more nearly 
inside the spindle throat. This ad- 
vantage is somewhat offset by lack 
of the clearance afforded by the 
rounded jaw faces of the standard 
form. 

flat-face mallet. Wooden jewelers’ 
mallet for purposes except those for 
which a forming mallet is used. 
See FORMING MALLET. 


flat graver. Form of engravers’ tool 
for producing a cut with a flat 


ee 
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bottom in a plane parallel with the 
surface of the work. 

flag) hairspring. A balance spring 
without overcoil; with all of its 
coils in the same place. See BAL- 
ANCE SPRING; BREGUET HAIRSPRING. 


flat-nose. A variety of pliers with 
jaws flat-faced inside, with rec- 
tangular tips. 

flats. Flat distorted octahedral dia- 
mond crystals, a size classification. 
May include twins. 

flat sawblades. Blades for frame-saws, 
of oblong cross-section; dis- 
tinguished from “square” saw- 
blades which are of square cross 
section. Flat blades are used for 
sawing lines of great length with 
little or no curvature. 

flatware. Designation for individual 
place pieces and serving pieces of 
tableware, such as knives, forks 
and spoons, as distinguished from 
such articles as bowls, platters, 
trays, etc., which are termed hol- 
lowware. See HOLLOWWARE. 

flaw. Gems.. An imperfection, visible 
through a ten-power loupe. 

fleches d’amour  (flesh’dah’moor’). 
Rutile needles through quartz, 
“Cupid’s darts,” rutilated quartz, 
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love’s arrows, Venus’ hairstone 
and sagenitic quartz are all 
synonyms for this material. 
Flemish. Refers to type of horological 
or other work characteristic of 
Flanders—northern Belgium. 
fleur-de-lis (flure’duh-lee”). 1. The 
royal insignia of France. 2. A 
conventional flower suggested by 
the iris, used in ornamentation. 
flexible bracelet. Bracelet composed 
of links hinged together to make 
the whole flexible, used largely for 
diamond-set jewelry made of plati- 
num. 
flexible extension bracelet. A type of 
bracelet used for watches or 





Flexible Extension Bracelet 


jewelry, with links actuated by 
springs which allow of extension. 


flinders diamonds. Said to be a 
variety of topaz, from Tasmania. 
flint glass. A high index lead crystal 

glass used in imitation gems. 

flip straw. Flip was a spiced drink 
and a small hollow silver tube was 
used instead of a straw for drink- 
ing it and other hot or frothy 
drinks. 

flirt. Horology. A lever rotating on 
an arbor, for actuating mechanism 
at intervals, such as on the last 
arbor of the independent train in 
an independent centre - seconds 
watch; or in some chime clocks to 
act on the quarter rack hook every 
15 minutes. 

floating opal. Opal chips in glycerine, 
enclosed in a glass sphere. 

floating stud. A hairspring stud that 
is clamped in place by a screw or 
plate, the stud freely entering a 
socket in the balance cock so that 
the spring itself places the stud 
in position before it is fastened, 
avoiding risk of bending the over- 
coil during assembling, and aiding 
in uniformity of attachment of 
spring under repeated removals 
and replacements. 

Florentine. Design or workmanship 
of jewelry, etc., originating in 
medieval Italy in the region of 
Florence. 

Florentine diamond. A _ yellow dia- 
mond, also known as the Austrian 
Yellow and the Tuscany, which 
was seen and described by Taver- 
nier. It came into the possession 
of the Austrian imperial family 
and was last in Vienna. It is cut 
as a nine-rayed briolette, and 
weighs 137.27 ct. It is supposed to 
have been transferred to Nurem- 
berg since the “Anschluss.” 

flower stone or flower agate. A va- 
riety of agate with branching 
plumose markings, often of one 





color tipped by another, found in 


Oregon. Also known as plume 
agate. 

flue scratch brush. A form of metal- 
bristled scratch 


brush used by jew- QG@D@iewm-a 
elers for work inside 
of openings of small Flue Scratch Brush 


diameter. 


fluid friction. The friction inherent in 
liquid or semi-liquid substances 
produced by their component mole- 
cules rubbing on each other. In 
horology, as a lubricant thickens 
by evaporation, its fluid friction 
increases, eventually requiring its 
removal by cleaning the mechan- 
ism, to allow application of fresh 
lubricant. 


fluor. FLUORITE. 

fluorescence (flew’’or-ess’sense). An 
unexplained light phenomena, the 
property possessed by some sub- 
stances of changing and reflecting 
invisible ultra-violet light rays as 
longer visible wave-lengths of 
light. Diamonds often fluoresce 
blue, willemite is usually a brilliant 
green under the ultra-violet rays. 


fluoric acid. Term sometimes used 
for hydrofluoric acid, used for 
etching enamels, glass, and some 
soft gemstones. 


fluorite. Calcium fluoride, colorless 
when pure, but usually attractively 
colored by various, but unidenti- 
fied, impurities. It is a common 
associate of the metal ores, is 4 on 
the hardness scale, forms cubic 
and octahedral crystals and has 
an octahedral cleavage. It very 
often fluoresces and the phenomenon 
has received its name from this 
mineral. It is not suitable for use 
as gem, but is often cut and sold 
under the names blue john, false- 
amethyst, -emerald, -ruby, -sap- 
phire and -topaz. Stores selling 
Chinese carved objects usually sell 
it under the name “green quartz.” 
See also CHLOROPHANE, CABRA 
STONE, DERBYSHIRE SPAR, LITHO 
LAZULI, etc. 

fluorspar. FLUORITE. 

flush. Term used to denote a condition 
when a surface of one part, such 
as the top of a jewel setting, is 
made to lie in the same plane as 
another part does, such as the sur- 
face of the watch plate into which 
the jewel setting is fitted. 

flushed-solder findings. Jewelry find- 
ings with bases coated with solder 
for convenience in quickly attach- 
ing to work. See FINDINGS. 

fluted. A term applied to a surface 
ornamented by parallel channels 
or grooves, usually running up and 
down like the fluted upright of a 
candlestick or the body of a bowl 
or the base of a teapot. 

flux. Any substance used to promote 
fusion. In soldering siver a solu- 
tion of borax is frequently used. 


(To be continued next month) 
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® A handy accessory for any cocktail party or social 
occasion is a pair of canape servers, newly manufac- 
tured by Ohlson Metal Products Co., of Cambridge. 
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They’re New! 








® One of the brilliant new Elgin 
DeLuxe timepieces, this 10 K nat- 
ural gold filled model, No. 5511A, 
retails for $47.50. 


In this series 


have created 
watches of highly refreshing style. 





® Kaye Jordan Co., Providence, combines lucite and 
sterling silver in this bracelet. The alternating plastic 
links are available in a variation of colors, including, 
for patriotism, one red, one white and one blue link. 
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@® Named the "Lincoln," because four 
score years ago President Lincoln owned 
and carried a Waltham watch, is this new 
Colonial thin, spherical dial 17 jewel 
Waltham Premier watch. Price, $37.50. 





® Yellow gold plate over part of this sterling 
silver ribbon pin, made by B. A. Ballou & Co., 
Providence, has a distinctive two-tone effect. 


@ Quaker Silver Co. 
presents this effective 


sterling after-dinner cof- 
fee set designed by 
Belle Kogan. The three 
pieces, $50; waiter, $30. 


® For practical use by 
the younger set! Le 
Stage Mfg. Co., North 
Attleboro, offers this 
gold filled bib-holder— 
decorative, but built for 
long and useful service. 
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BUILDERS’ HARDWARE? | 
OTHER MATERIAL 





ITH the entire nation keyed up for defense, 

with words seldom used in every-day life now 
on everyone’s tongue and affecting our homes and busi- 
nesses, jewelers who contemplate modernizing their 
establishments in 1942 are confronted with questions 
and problems like these: 

What materials will be available for this work? If 
there are scarcities, what substitutes, if any, can be had? 
Will the cost be increased? If so, how much of an in- 
crease? How quickly can materials be delivered to the 
job? How will these conditions affect my business? 

All these and many more questions will arise in the 
minds of jewelers who are thinking of remodeling, mov- 
ing to new locations, or opening new branch units. 

In order to answer these questions, a survey of the 
principal sources of supply has been made, to determine 
what lies ahead for 1942, in the way of materials and 
supplies required for jewelry store modernization pro- 
grams. 

The materials generally required for a store modern- 
ization are lumber and panels, masonry supplies (such 
as brick, tile, terracotta, plaster block, cement block, 
cement, plaster, lathe, etc., and steel), metals for store 
fronts, plate and structural glass, marble, porcelain 
enamel, terrazo flooring, paint, hardware, floor covering, 
electrical materials, lighting and air conditioning. To 
answer the aforementioned questions, the situations will 
be described relative to each of these items, in the order 
listed. 


LUMBER AND PANELS 


From all indications, there will be no shortage of 
‘lumber as used for store front alterations and interior 
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alterations. As for plywood panels, we quote the U. S. 
Plywood Corp.: “With the exception of certain impor- 
tant woods, notably African mahogany, duali, bayott, 
and De Oro, there will be an ample supply. There will 
be a slight advance in the cost of materials, so slight, 
however, that it will prove a negligible factor in estimat- 
ing costs.” 

It can readily be seen that lumber and panels will be 
available for store modernizations throughout the com- 
ing year. Those panels listed as exceptions can easily 
be substituted with other available woods without in 
any way affecting the desired results. 


MASONRY SUPPLIES 


With the exception of metal lath, which is manufac- 
tured from sheet steel, and is therefore on the critical 
list, all other products mentioned under this heading 
will be available. 

Gypsum lath or other similar substitutes can be used 
in the place of metal lath as noted in a letter from the 
National Gypsum Co., manufacturers of plaster, wall- 
board, lath, insulation products, ete. “Specifically think- 
ing of the problems of the retail jewelers, we would say 
that the items they need in remodeling that we manu- 
facture, are all readily available.” 


STEEL 


As steel is definitely a defense material, priorities 
have been established, and as a result the securing of 
steel for store remodeling in the shape of structural 
beams and supports, etc., will prove difficult. Particular 
thought must be given during the planning stages of a 
store modernization to establish what can be secured 
in the way of required steel and what substitutes can be 
used. However, building departments throughout the 
country realize conditions and are permitting, wherever 
possible, the use of wood beams properly fire retarded, 
instead of steel. 


STORE FRONT METALS 

The metals used for the sash and sill (around the 
plate glass), awning box fascias, and other trim metals, 
will be available in standard stock designs during the 
first six months of the coming year, this material having 
been manufactured prior to the priorities going into 
effect. However, retailers should not become unduly 
alarmed or stop their contemplated store front projects 
as many substitute materials will be available and of 
such type as to enhance the store fronts without in any 
way affecting the structural strength. This is in line 
with the following statement of the Pittsburgh Plate 
Glass Co.: 

“So far as we know there may be a six-months’ sup- 
ply of store front metal. Our technicians are constantly 
studying new products and new methods of application. 
When, and if, it becomes impossible to set store fronts 
in metal, undoubtedly some substitutes will be used.” 


PLATE AND STRUCTURAL GLASS 

There should be no concern felt for the availability of 
plate glass or structural glass both for store fronts and 
interior equipment. Here’s what the Pittsburgh Plate 
Glass Co. says: “Regarding store front construction, 
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there have not been and will not be any prospect of 
any shortage of glass products.” 


MARBLE 


Domestic marbles, for store front purposes, will be 
available. Imported marbles, the majority of which do 
not make suitable store front material, will naturally 
be scarce. But American marbles, which are better 
suited for this purpose, can be readily secured. 


PORCELAIN ENAMEL SHEETS 


This material requires an iron base. Porcelain Metals, 
Inc., says: 

“From present indications, it would appear that there 
will be enough metal to supply the trade throughout 
1942. There are no substitutes for base metal used in 
making porcelain metals. In other words, should our 
supply of iron run short, we would have to stop manu- 
facturing our material. Prices will definitely be higher 
and we anticipate a 10 per cent increase in two months, 
probably followed by another one in the third quarter.” 


TERRAZZO FLOORING 


This material is used mainly in the vestibules of store 
fronts and as its ingredients are not used to any extent 
in the defense program, there will be no shortage. The 
metal strips used in forming the design of the floor 


One of 1941's last major construction projects in the jewelry indus- 
try. Here is the limestone and marble front of Bigelow-Kennard 
Co.'s new shop in Boston's Back Bay district. 


come under the same category as that of store front 


metals. Plastic or other substitutes will be available 
should a shortage occur. 
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PAINT 


In regard to this material, the Gypsum Co., manufac- 
turer of Casein paint, says: “All our products will be 
available in quantity in any market in the U. S. east 
of the Rockies.”” The Pittsburgh Plate Glass Co. re- 
marks: 

“So far as paint is concerned, there have devel- 
oped a few scarcities in some types of finishes. Never- 
theless, it is doubtful that any store will suffer in the 
near future from lack of finishes. Where some types 
have become scarce their place usually can be filled 
by something similar.” 


HARDWARE 


The outlook for products covered by this heading, 
which are commonly used in the construction of store 
fronts and interiors can best be determined by quoting 
the Garden City Plating & Mfg. Co., manufacturer 
of hardware and lighting equipment: 

“With the present stock of materials on hand, it will 
still be possible to secure hardware and lighting equip- 
ment for the modernization of stores for at least another 
year, providing the requirements are kept to the stand- 
ard lines and ample provision is made for substitutions 
if changes are necessary, on account of the difficulty in 
securing some metals. 

“Shipments, however, will be slow, and more time 
should be allowed to make deliveries. All plated hard- 
ware and lighting equipment will be hard to get, and 
every indication points to more and more use of en- 
ameled finishes. In some cases, wood and plastic mate- 
rials will be used, to replace metal. 

“In 1942 prices will advance probably about 10 
per cent on hardware and lighting equipment.” 


FLOOR COVERING 


Since linoleum is the floor covering most commonly 
used in jewelry stores, this opinion by Congoleum- 
Nairn, Inc., is of interest: 

“We anticipate ample stocks of commercial linoleums 
will be available for store modernization and new con- 
struction in 1942 unless conditions beyond our control 
and unforeseen at this time develop, on account of the 
defense program. 

“There has been an erroneous impression that lino- 
leum production would be curtailed because of the Gov- 
ernment’s priority rulings on cork. The fact is that 
most linoleum manufactured today, and that popularly 
used for commercial areas, such as the jewelry store 
type, contains no cork whatsoever. Therefore cork 
priorities will obviously have no effect on its production.” 


ELECTRICAL MATERIALS 

The materials used for rough and finished wiring 
such as cable, conduit, panel boxes, outlet boxes, wire, 
etc., are metal and are used to a great extent in the 
defense program. Although we have canvassed several 
of the large manufacturers and distributors, we could 
not obtain any definite information. However, in the 
opinion of many local distributors and contractors, these 
materials will be available in quantities sufficient to 
cover the needs of the average jewelry store. Jewelers 
preparing for modernizations should determine before 
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HOUSE BE 


Here is a white clapboard house with green 
shutters and ruffled curtains behind the shiny 
windowpanes. If you look into the windows or 
step through the open door you will find the 
world’s most important business going on—the 
business of living. For this is home. This is the 
end and purpose of man’s achievement, the spur 
to his effort, the goal of all his blood and sweat 
and tears. This is the reward of his unremitting 
yalor, for all who make home and maintain it, 
have been brave men. This is all we want on 
earth and all we really need, for its four walls 
encompass the substance which makes existence 
valuable and important. 

Here is a re-born magazine named HOUSE 


AUTIFUL ... 4 PRACTICAL 


BEAUTIFUL, which is dedicated to today’s im- 
portant business of living—home and the things 
that make it. If you open it up and look inside, 
you will find that it is concerned with accom- 
plishment of the best way of life by practical 
means, not glamorous theory. You will see that 
it presents the products, equipment, and ideas 
for making homes out of houses, in the most 
exciting and animated way possible. You will 
see that it has chosen simplicity as a keynote 
and workability as a watchword. You will see 
that it is THE magazine that will matter most 
to retailers, manufacturers, and consumers in the 
months that lie ahead. 


os~ WHAT WE MEAN BY “PRACTICAL” 


@ We mean telling people what things house as well as how to decorate it. performance and value presentation. 
cost when we show decorating. (See See the startling new Housekeeping Good living is more than mere beau- 
pages 29-32). Recipes Department presented in ty. See pages 16, 19, 26. 


card-index form (pages 65-68). 


@ We mean giving actual photographic 


® We mean throwing away the pre- 


solutions to trying common problems © We mean telling men how to do their tense that people re-decorate all at 
—such as creating more storage space own house maintenance work. Read once. See pages 38-39. 


(pages 52-53) and how to decorate “The Handyman’s Corner” on page 55. 


windows you can’t curtain (page 75). 


@ We mean helping people live well 


@ We mean giving merchandise more on what they make. Pages 22-23, 27, 


@ We mean telling women how to keep than a style presentation, but also a 38-39, 42-43, 48-49, 52-53, 62. 


JANUARY ISSUE OF HOUSE BEAUTIFUL... but PRACTICAL..ON NEWSSTANDS NOW. 25e. 


FEBRUARY ISSUE ON NEWSSTANDS JANUARY 14th. 
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hand the amount of material required and its availability 
in their locality, in order to avoid undue delay and 
possible disappointment. 


LIGHTING 


The Holophane Co., Inc., manufacturer of lighting 
equipment since 1898, says: 

“Since the scarcity of raw materials formerly used 
already exists, possibilities for substitutions have been 
and will be sought. It seems reasonable to suppose that 
glass will supplant metal for the portions of the fixture 
used to redirect light from the lamp. Suspended fix- 
tures will tend to disappear as metal for stems and 
chains become unavailable. 

“If metals completely disappear, which seems prob- 
able, supporting members will be of synthetic materials 
such as porcelain or plastics using a non-critical base 
or binder. Lighting which consists largely of redirect- 
ing glass lenses or plates flush with the ceiling will be 
easiest to obtain and in fact good practice from stand- 
points of architectural design and lighting efficiency. 

“Prices in my opinion will be higher since practically 
every raw material entering into the construction of 
a store lighting fixture has already increased. Substitu- 
tion of lower cost materials will not totally overcome 
this trend. Labor costs have already increased and may 
be expected to go up further as the cost of living in- 
creases. Prices may be expected to increase during 
1942 ranging from 10 to 25 per cent. 

“Insofar as lighting is concerned, the situation may 
be described as hopeful. Many types of lighting fix- 





tures as we know them today will not be available par- 
ticularly in the type which requires considerable quan- 
tities of metal. We expect there will be a return to the 
greater use of glass and a continuing and increased 
acceptance of scientifically designed glass lenses 
mounted flush in ceilings and using synthetic materials 
for supporting members.” 

The Garden City Plating & Mfg. Co., who manufac- 
ture lighting equipment, also include in their statement 
regarding hardware, “the same remarks refer to light- 
ing equipment.” 

Another large lighting equipment firm states, “Be- 
cause of the shortage of sheet steel for defense pur- 
poses, fluorescent lighting equipment is not stocked, 
but made up to order.” From this it is evident that 
there will be a definite shortage of the metals used as 
reflectors for fluorescent lighting. Quoting further from 
the same source: “Since incandescent lighting has been 
found to be the most effective light source for the dis- 
play of diamonds and other jewelry, it is not likely 
that a scarcity of fluorescent lighting equipment will 
appreciably affect modernization of lighting in jewelry 
stores during 1942. As you probably know, incandes- 
cent lighting equipment can be installed with a total 
consumption of a very small amount of metal. There- 
fore, a jeweler can obtain modern lighting at its very 
best for jewelry stores without interfering with na- 
tional defense needs.” 


AIR CONDITIONING 
The situation regarding air conditioning equipment 
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Reproductions of Nature’s most 
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for 1942 is covered in the following statement by the 
Carrier Corp.: 

“At present the air conditioning industry like many 
others is putting forth a large per cent of its efforts 
to meet the demands for building our defense, and mate- 
rials for civilian requirements have been subordinated. 
Some of the apparatus in stock is not usable for defense 
purposes so is available for civilian use.” 

In view of the foregoing, it is quite apparent that 
there need be no deferment of modernization by jewel- 
ers, for at least the early part of 1942, because of 
scarcity of materials. Costs will be somewhat higher, 
but not enough to adversely affect intelligently planned 
expenditures for such projects. 

It is well to bear in mind that the increased pur- 
chasing power of the public, plus the limitations of 
available types of merchandise, will tend to direct the 
patronage to those stores wherein the merchandise is 
effectively displayed in smart, modern fronts and in 
attractive interiors. Now more than ever before is it 
necessary for the retail jeweler to plan his moderniza- 
tion program in detail before awarding this work, in 
order that every detail be predetermined and arranged 
for so that delays and disappointments will be elimi- 
nated. 

The actual construction time of a project will not 
necessarily be longer than heretofore, but much more 
time must be allowed for the planning and the pro- 
curing of materials to the job site. 

To all this retail jewelers may rightly conclude: 
“Go ahead with modernization during the first 
part of 1942.” By so doing, they will not only be in 
a position to take advantage of the increased business, 
but will be helping to keep workers in the non-defense 
industries employed and thereby helping themselves. 


SELLING, FIRST IN STORE PLANNING 
(From page 45) 


load, is cooled by a 31% ton package air conditioner. 
Upstairs, where a mezzanine is located and swinging 
street entrance doors permit warm air to enter, a 5-ton 
cooling unit does the job. Both units are housed in the 
basement, thermostatically controlled, and operate for 
50 per cent of the cost of cooling two floors with a 
single large unit. 

2. Loss of Display Materials. The jeweler’s ever- 
present problem of velvets, plastics, silks, etc., quickly 
deteriorating when put away between showings, has been 
met with construction of a “vault” in the basement at 
a cost of $500. Here, a 20 x 18 foot room is lined with 
rubberized material, all joints tightly caulked, and 
made absolutely dustproof for protection of flannel 
rolls, velvet, satin, rayon and other display materials 
subject to soil and fading. Only entrance of air into 
the room is from a filter-equipped duct connected with 
the air conditioning system, keeping the room cool and 
air absolutely clean. In this room are stored all delicate 
properties, the saving on which at the average rate of 
replacement, will repay the cost of the room in two or 
three years. 

8. Electrical Connections for Display Windows. “A 
consistently exasperating angle of window displays is 
the fact that when a fixture burns out or shorts, or wir- 
ing burns out in concealed fixtures, it will cost $15 to 
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WEDDING RINGS 


NOTICE 


With war in the Pacific we have lost 
our last source of supply on real stones, 
other than native stones. 
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get in to do a 50 cent repair job,’ Mr. Getz pointed 
out. “Most jewelry store windows are lighted by fix- 
tures strung on a single conduit along the top of the 
window, absolutely inaccessible without cutting in 
from the window interior or removing a large part of 
the conduit. Keeping this in mind, we designed our 
window lighting so that each light is a separate unit 
with its own wiring. The electrical connections are 
strung out along a catwalk, which is concealed in the 
wall over the display windows. Unfastening of a single 
retaining screw allows any fixture to be lifted out and 
changed or repaired, with the whole operation out of 
sight behind the upper wall of the first floor. The cat- 
walk runs the full length of the store, and connects 
with a small door in the rear. Using this convenient 
access, there is no longer any necessity of removing 


‘window displays while the electrician works on a fix- 


ture from beneath. This efficiency saves as much as 
$12 on any electrical removal or repair job in the 
windows, and probably will amount to $100 or more 
annually, 

4. Time wasted in Repairs of Displayed Merchan- 
dise. Surprising to most jewelers will be the fact that 
all display windows of the Mayor store are completely 
air conditioned with cool air from the first floor 5-ton 
package unit. Small intake ducts are located at the 
top of the window, return ducts on the right side. A 
number of surprising savings have been effected. First 
is in the cost of display materials, which ordinarily curl 
up quickly from the combined heat of the sun and the 
high-powered electric lights. Under conditions usually 
found in display windows, expensive velvets soon fade 
or lose their sheen, leather fades or becomes oily, and 
glue in veneered display fixtures becomes brittle and 
cracked. On some hot days, even watch crystals will 
pop out from the intense heat, stones would fall out of 
costume jewelry pieces and display materials faded in 
a matter of hours. Now, all this heat is whirled out as 
fast as it accumulates, the windows remain as cool as 
the inside of the store, and none of the difficulties de- 
scribed above are encountered. 

Even more important, however, is the fact that watch 
movements no longer need cleaning and re-oiling as a 
result of gumming up in the window’s heat. Every 
jewelry store has had the experience of customers 
bringing back watches soon after purchasing them be- 
cause they do not keep accurate time, with the trou- 
ble quickly traceable to gummy works caused by window 
heat. The Mayor store figures that the air conditioning 
eliminates 15 hours of this work per month, and, even 
more important, removes one of the chief sources of 
customer dissatisfaction. Even in winter, window air 
conditioning pays, Mayor’s has found. The same equip- 
ment also does the heating in cold weather, and the con- 
stant supply of fresh clean air flowing through the 
windows keeps the glass from fogging over. 

5. Guarding of Merchandise in Windows. Mayor's 
has always objected to the idea of either removing all 
valuable merchandise from the window every evening 
or of letting down the traditional guard bars at clos- 
ing time to protect merchandise left on display. “The 
first alternative means that the windows aren’t doing 
a full time selling job as they should. The second both 
hides the items, and has a bad psychological effect on 
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the public,” said Mr. Getz. “Any person feels a bit 
put out that the store must bar itself up as if it dis- 
trusted everyone in the city, and ill-will is sometimes 
thus subconsciously planted.” 

Instead of the familiar dropped bars, the Mayor 
windows are provided with double shatter proof plate 
glass inner windows which are actually doors swinging 
from the ends of the window with a snap latch in the 
center. Now when the store closes, these swing shut 
behind the glass, giving certain protection, and at the 
same time 100 per cent visibility. To purloin anything 
shown, a thief must break through two plate glass 
layers, a task which almost none would try. Con- 
sequently, the Mayor windows are left free to do their 
visual-selling job a full 24 hours a day, and no dis- 
plays need be removed or altered. In fact, with the elec- 


trical system described, air conditioning and protection, | 


Mayor displays never have to be disturbed until the 
expiration of the time for which they were planned. 
Easy cleaning and maintenance of store appearance 
is fostered by the use of an entire side wall of smoked 
glass mirror paneling from counter height to ceiling, 
which gives the impression of doubling the size of the 
store, as well as being easily cleaned with a damp cloth. 
Mr. Getz finds that customers like to see themselves 
when shopping; consequently most merchandise cases 
are opposite the mirror. The wall of the opposite side 
is remarkable for sepia-tone photographic murals which 
face the mirrors, showing Dayton industrial plants and 
epitomizing the city’s manufacturing importance. 
Lastly, because the customer who is buying a diamond 





is making a major purchase and often wants to con- 
sider it at some length, it is important to make him com- 
fortable and at ease while he is doing so. For this rea- 
son the small prima-vera wood diamond rooms are also 
air-conditioned, outfitted with upholstered funiture, and 
completely soundproofed. “We have found that the 
customer sincerely appreciates this evidence of ap- 
preciation of his business,’ says Mr. Getz, ‘“‘and that 
these special facilities have been a distinct stimulus to 
our diamond sales. Planning the store not merely for 
looks but to do its job is well worth while.” 


BOOSTED STERLING SALES 25 PER CENT 
(From page 66) 


larger assortments, through fear of high prices and un- 
familiarity with set pricing methods, Mr. Henry has 
developed a “card comparison of prices for place set- 
tings.’ This, a large poster 3 feet high and 2 feet 
wide, is mounted in plain sight on a supporting pillar 
of the flatware section, where the customer’s attention 
is immediately called to it before another step is taken. 
Prices for between 40 to 50 different patterns are 
worked out in detail, showing the total cost of a set of 
place settings for one, four, eight and twelve persons 
in each of the patterns listed. 

All quotations are based upon the same units per 
setting—butter spreader, tea spoon, luncheon fork, 
cream soup spoon, luncheon knife and salad fork, thus 
showing the customer the difference in the price of a 
complete set between one pattern and another, which 
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FOR THE PROUD GRADUATE 


JEWELS THAT LOOK LIKE A FORTUNE— 
YET COST BUT A TRIFLE 


We wish to thank our many friends 
—old and new—for their patronage 
and loyalty. We pledge our 
continued efforts in your behalf, 
within the limitations of the present 


trying times. 
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GREETINGS 


for 
1942 


Your patronage and 
confidence during the 
past years are sincerely 
appreciated. 


As always, we intend to 
continue taking care of 
your requirements with 
the same conscientious 
effort, and to the very 
best of our ability. 


To the entire jewelry 
trade we say, Sincere 
Greetings and Very Best 
Wishes for 


1942 


Weksler & Goodman. Ine. 


Distributors of Keystone, Star, Belove. and 
I.D. Watch Cases 
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is the thing she’s considering—not the difference in 
prices per dozen tea spoons. 

It shows her at a glance what her total bill will be 
and reassures her that there will be no unexpected 
charges for extras. 

“Of course it is really nothing but posting of price 
schedules,” Mr. Henry stated, “but it is astonishing 
how much confidence is built by having the customer 
see the card. Also, because they see exactly what they 
will spend, and the amount is often less than they ex- 
pected, many women who may have intended to pur- 
chase place settings for only four, jump to a service 
for six or eight, as a result.” 

The card was laid out by Mr. Henry, lettered in color 
by the display department, and is renewed constantly 
whenever price changes occur. 

Lastly, to help increase the floor-traffic of the depart- 
ment by attracting casual shoppers and “impulse buy- 
ers,’ Mr. Henry took up the question of lighting. Tak- 
ing a light-meter test of the illumination over the dis- 
play cases, Mr. Henry found it weak. In many spots 
it was not even bright enough for reading large print. 
A lighting system which more than doubles the illumi- 
nation with only a small additional use of current was 
worked out with the cooperation of the electric light 
company, and has now been installed. 

Under the new lights the silver gleams with an invit- 
ing radiance, which with the increased general attrac- 
tiveness of the brightly lighted department draws cus- 
tomers like a magnet from all parts of the store. A 
close watch kept on the display for more than a month 
after the installation of the new system showed that 
nine out of every ten women who entered the store for 
any purpose whatever came over to the silver depart- 
ment for a careful examination of the merchandise. 

As shown in the picture, the new lighting system 
begins with a dropped plywood enclosure resembling a 
ceiling beam, which has been affixed to the ceiling di- 
rectly over the show case. Painted white to match the 
ceiling, the bottom of the enclosure is only about three 
feet above the cases, so that the closely centered silvered 
reflectors which are recessed into the fixture out of sight 
shed a close-up concentrated light upon the silver dis- 
played. The enclosure concealing these spotlights has 
also been used for a modern sign indicating the sterling 
silver department. New interior-case lights have also 
been installed to spread the illumination evenly in the 
front of each case, with the result that from as far as 
20 feet away most patterns are quickly recognizable. 

When air conditioning was installed in the store, Mr. 
Henry made sure that an individual grille delivering 
cooled air into his sterling section was part of the plan, 
thus making the bay in which it is located a cool spot in 
which the customer enjoys spending her shopping time. 
“We're encouraging browsing, trying to impress upon 
our customers that silver purchasing is not the arduous 
task it once was,” Mr. Henry summed up. “The entire 
plan is simply aimed at the desire to make it easy for 
the customer to buy, and easier for the salesperson to 
make his sterling flatware desirable. And it works.” 


Here’s a clever way to advertise credit payments: 
“S P AC E D payments, if preferred.” 
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Ave you Constaering 


GOING OUT OF BUSI 


A definite decision? or a half-formulated plan in your mind? 
In either case, consult Gordon Brothers for a sound basis on 
which to act. We are the largest jewelry stock buyers in the 
country, and because of our specialization usually make the 
highest bid. For further facts about us, consult the Jeweler’s 
Board of Trade or your local bank. And to give you some 
idea of the calibre of stocks we have purchased, here are 


a few of the many jewelry stocks 
purchased by us in the past ten years: 


R. Hamel, Lewiston, Me., $25,000. Harris & Shafer, Wash- 
ington, D. C., $150,000. J. B. Frontis, Clinton, S. C., $15,000. 
Koch’s, Savannah, Ga., $50,000. Newsalt’s, Dayton, Ohio, 
$500,000. Siebel’s, Saginaw, Mich., $65,000 and others too 
numerous to tabulate. 


WRITE! WIRE! PHONE! 


We'll call on you at our expense, 
and of course keep your com- 
munications confidential. 


NESS 





OR SELLING 
SURPLUS STOCK 
that should be convent- 
ed into cash? Ship it 
to us. Within 24 hours, 
our check goes out to 
you as an offer, your 
stock held intact await- 
ing your acceptance. I} 
unsatisfactory, your 
merchandise shipped 


back to you at once! 
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Leading number of the “Ever-Style" line, one 
of more than 100 highly styled, decorative- 
utility items. Various finishes—ivory, bronze, 
gold and the new granite finish. Bookends 
illustrated retail at $5. Distributed by A. 
Stanley Brussel, 225 Fifth Ave., New York. 


The "Blackout" flashlight, an original Doskow 
creation in hand-wrought sterling silver. Tip 
and push-button at base are black bakelite. 
Length, 3"; diam., 5g". Priced at $5 with 
monogram; $4, plain. Leonore Doskow, Sil- 
versmith, 49 W. 27th St., New York City. 


Ameriean Originality 


In Gift Creation 


by J. RICHARD IANDER 


HE business of this department since its inception 

has been to dwell on “‘change’”—the need of diversi- 
fying stocks, chiefly—as applied to the average retail 
jeweler. Now it is hoped some of the argument for ver- 
satility in the jewelry store has been absorbed and that 
it has not taken a war to make us realize how inescapa- 
ble change in our daily lives really is. 

The events of the past year, priorities and the defense 
program, have wrought their change in all phases of 
American business, and that was only a prelude. Now 
the full weight, not merely of a defense program, but of 
a mighty war effort is upon this nation and its business 
structure. There will be a call for, perhaps, even more 
change, and, as usual, where the individual in this 
democracy is concerned, the problem will be pretty much 
up to the individual. 

That is what has made this country—individuality. ao wae, 
The American soldier is considered the world’s best anh tin pe Men 
fighting man because of his individuality. It shouldn't - of American pottery 
be too much to expect that the retail jeweler be con- ps ype nivel oe 
sidered the country’s finest type of merchandiser, not Height, 12"; to im 
alone because of his high standards of quality and value, tail at $5. Janis- 
but because of his individuality and resourcefulness as n vagy gn rin 
well. New York City. 

Just as the American soldier will now be called upon 
to show his inventiveness in any “pinch” that may arise, 
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| Lhe Flaltmark of America’s Fine China 























MADEINU S$ A 


Quality is not a heritage of ‘lime. It is born of inherent ex- 





cellence. A picture is not great because it was painted during the 
Renaissance, nor is a symphony great because it was composed a 
century ago. Quality is inborn, not applied by Time. As it is 
in the realm of the Fine Arts so it is among the Crafts— 
with China. 


It is not surprising, then, that Castleton China, supreme 
ceramic achievement of America and of Americans, already en- 
joys a proud fame, though new to many. In its luminous Parian 
body, strong yet seeming fragile, beautiful yet with unsur- 
passed durability, lives Destiny. 


Castleton, born of today is Tomorrow's China, not by reason 


of Youth or Age, but because Castleton is China at its best. 


NEW ADDRESS 
212 FIFTH AVENUE, NEW YORK 


CASTLETON CHINA 


INCORPORATED 


L. E. HELLMANN, President 
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Fruit bowl in copper from 
a new line by Everlast. 
Highly articulated shape 
plus antique finish make 
for startling decorative ef- 
fect when colorful natural 
fruits are arranged in it. 
Retail, $3.50. Everlast 
Metal Products Corp., 225 
Fifth Ave., New York City. 


Pull a string and frame a picture. “Braquette,” 
the famous adjustable picture frame, obtainable 
now in lucite. "Braquette" patented cord, as 
shown, is adjustable for any picture up to 36" 
high. Box of three in lucite, $5. Others, in 
black or ivory plastic, $1 each. Prices retail. 
Braquette, Inc., 225 Fifth Ave., New York City. 


so now is the jeweler called upon to be even more re- 


sourceful, even more individualistic, so that all times 
through the days before us he will not be at a loss to 
find and replace with new the former stocks which now 
he cannot get. 

It is his good fortune that a field noted for resource 
stands to serve him—that of gift and artwares. Its 
individuality and inventiveness already have been tested, 
for none save American designers and American manu- 
facturers could have weathered the rigors of last year’s 
storms when overnight foreign source was cut off and 
the American field of gift and artwares turned from one 
of 75 per cent imports to that which it is today, self- 
producing, to all practical purposes, self-sustaining and 
100 per cent American. 

The time for weighty contemplation is not now. Action 
is called for—in military, in private, in business think- 
ing. It is up to the jeweler, in bringing his establish- 


ment by diversification of stocks through this period of 
deep-running change, to display his share of imagination, 
inventiveness, resource and individuality, those qualities 
which when the history of these times is written will 
have played the greatest part in bringing this nation to 
a victory of fuller life, liberty and pursuit of happiness. 


Native art from South America. 


"Hi-Jacs"—remarkable new coasters of highly 
absorbent, terri-knit lastex that fit snugly over 
any shape of glass. Red, white and blue or 
choice of 6 other solid non-fading, washable 
colors. Retail, $1 per set, gift-boxed. From 
Walter Crowell, 225 Fifth Ave., New York City. 


Hand 


made and hand colored modern Peruvian 
pottery that reflects the fine art of the 
ancient Incas. Vase examples, shown, height 
8" each; prices and illustrated leaflets on 
request. From an extensive new collection, 
Mottahedeh & Sons, 225 Fifth Ave., New York. 
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‘THE many changes introduced 

into manufacturing because of 
war needs make it vitally important 
for you to check every possible 


source of supply. 


At the shows listed below, buyers will find com- 
plete and unusual lines of costume jewelry, silver- 
ware, china, glass, leather goods and associated 
items. It provides your best opportunity to cover 
the market thoroughly, quickly and economically. 


Directed by 
(C7 Le) °{¢) ae ae 


MANAGEMENT, INC. 
220 Fifth Avenue, New York 
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by J. RICHARD IANDER 


IRST-HAND knowledge of what supplies are avail- 

able and in what quantity and quality will be the 
absolute prerequisite of every jeweler in successfully 
coping with the change in his stocks as brought about 
by America’s war effort. There is no better way to get 
an all-inclusive picture of American resource in the gift 
and art field than by attending the gift shows now about 
to open. Note the gift show advertisements, consult 
this department and the “Calendar of Coming Events” 
in this publication, constantly. During the show season 
now opening, wherever you are in the United States, 
there will be a gift show convenient to you. In the East, 
immediate dates are Feb. 2-13, Chicago Gift Show, Pal- 
mer House, Chicago; Feb. 23-27, New York Gift Show, 
Hotel Pennsylvania, New York City; March 9-13, Bos- 
ton Gift Show, Hotel Statler, Boston, and March 23-27, 
Philadelphia Gift Show, Hotel Benjamin Franklin, 
Philadelphia, all under the direction of George F. Little 


Management, Inc., New York. 
* * * 





Aso 1n Cuicaco the Merchandise Mart Gift Show 
and China, Glassware and Pottery Markets are about 
to open, dates being Feb. 2-14 at the Merchandise Mart. 
The 781 lines to be shown all are designed to be prior- 





ities free, and available for the duration of the war ef- 
fort. 
* * * 

STRESSED AS ““THREE SHOWS IN ONE” is the 15th Cali- 
fornia Gift and Art Show, Jan. 25 to 29, at the Hotel 
Biltmore, Los Angeles. James F. Bone, show manager 
for the Los Angeles Chamber of Commerce, sponsors of 
the show, states that the 4,000 buyers expected will see 
a complete gift and art show, a china and pottery show 
and a lamp and picture show. Over 30,000 individual 
items from 1,250 manufacturers will be shown through- 
out the three show floors which afford an added 20 per 
cent of floor space. 

* * * 

IN THE SOUTHWESTERN states area, Feb. 22 to 25, will 
be presented the Fifth Semi-Annual Allied Gift Show, 
announced as the largest on record. The show will be 
held at the Adolphus Hotel, Dallas, Tex., under the 
direction of H. W. Johnson, chairman of the show com- 
mittee. Floor space has been expanded to include an ad- 
ditional floor, six floors being required to house the 
greater show. Individuality in gift items will be stressed, 
with Spring motifs for Easter, Mothers’ and Fathers’ 
Day, commencement, wedding and anniversaries pre- 
dominating. Jewelers desiring full particulars on the 
show should communicate with Mildred Dalton, executive 
secretary, Allied Gift Show c/o Merchandise Mart, 712 
S. Olive St., Los Angeles. 

* * * 


Decorative accessories in aluminum, copper and 
pewter are available through Everlast Metal Products 











225 FIFTH AVENUE 





On display at ALL principal Gift Shows 





pfroducungg 


The “Ever-Styte” line 


of art metalware— 
a “natural” for the 
Gift Departments 
of America’s leading 
quality Jewelers! 


Write for your Catalog on these splendid 
new Gift items 


A. STANLEY BRUSSEL 


NEW YORK CITY 


Also Distributors of the Famous “MIR RO” Line of Frames, Clocks and Trays 
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781 Outstanding Lines Invite You! 


A date of greater importance to your 1942 sales volume—and profits— 
than any in the calendar! A date to see America’s leading Giftware and 
China, Glass & Pottery lines—new lines, with new 















promotion possibilities—and newly designed where 
affected by priorities. Abuying opportunity you can’t 
afford to miss, a buying job you can complete with 
least effort, in this vast, but compact, marketplace! 
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THE MERCHANDISE Marr 


THE BUYING CAPITOL OF THE NATION + WELLS STREET AT THE RIVER 


CHICAGO 
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sm" IDENTIFICATIONS 


Wear a NECKLACE For Schoolboys 
BRACELET or ANKLET GROWNUPS 


In 24 Different Styles 


B 3 - — 


For Children 
Schoolgirls 




















Spode caiseoroucn 


Spode dinnerware is ideal as a gift. 
It is sure to please and it makes a 
permanent customer. 


Sole Agents and Wholesale Distributors 
COPELAND & THOMPSON, INC., 206 Fifth Ave.,New York 





Corp., 225 Fifth Ave., New York, by company measures 
which make the line free within the scope of the national 
war effort. In addition to metalwares Everlast is also 
offering four other new lines. One of these is a series of 
semi-porcelain figurines by Marti of Hollywood, which 
has appointed Everlast its national representative. N. S. 
Gristin Co., of California, also has appointed Everlast 
national distributors for their line of two-tone Califor- 
nia pottery bowls for fruit and floral decorations, and 
Vernon Kilns of California are now designing, part of 
their famous scenic service plates especially for Ever- 
last. The company’s fourth new line is their own crea- 
tion—Everlast Florals, arrangements of dried natural 
flowers at a cost well below that of fresh-cut blooms. 


GUIDE TO 300 YEARS OF AMERICAN GLASS 


American Glass. George S. and Helen McKearin. 1941, Crown Pub- 
lishers, New York, N. Y. 622 p. $4. Available from Book De- 
partment, The JEWELERS’ CIRCULAR-KEYSTONE. 


ERE is a book that takes a whole shelf full of 

books, pamphlets, papers, etc., on the history of 
early American glass and compacts them into one com- 
plete diorama under a single cover. ‘The result is 
encyclopedic, a documentary work that exhausts the 
American art of making glass of three centuries. 

Actually what Mr. and Miss McKearin have accom- 
plished is a piece-by-piece cataloging of the most 
significant examples of American art glass from the 
17th to the 19th centuries, Anticipating what a lengthy 
list such a cataloging would produce, the authors happily 
have supplied an easy running text, not too technical 
for the lay reader, and have further lightened the work 
by almost extravagant use of illustrative matter. 

Included is what may well be the largest pictorial 
collection of the early art glass of this country that may 
be found in one volume. In all there are 3000 illus- 
trations depicting rare, unusual and significant pieces, 
the wealth of three centuries. In addition there are 
charts, diagrams and tables. One of these latter, quite 
an invaluable one, covers nearly three-score pages of 
entries of the names of glass manufacturers. Under 
each name is included what amounts to a thumbnail 
sketch covering the salient historical points in the career 
and manufacture of each glass house so cataloged. It is 
thus possible to ascertain at a moment’s glance per- 
tinent facts concerning practically any American glass 
manufacturer of the last 300 years that a jeweler might 
have need to know, when, where and what types of glass 
this manufacturer produced. 

Other charts include descriptive listings of examples 
in the following: pressed tableware (pattern glass), 
cataloged by type of design; pictorial and historical 
flasks; portrait flasks; American eagle flasks; Balti- 
more monument flasks; cabin bottles, and scroll and 
sunburst flasks. Still another chart is devoted solely to 
“blown three mold’ types. Sectionalized, it covers every- 
thing from baskets and bell covers to syrup jugs and 
witch balls, an indispensable guide to any jeweler en- 
gaged in antiques. 

The jeweler who reads this book from then on should 
bring a better knowledge to the selling of his modern 
glass stocks. He will have some estimation of the tra- 
ditions, the heritage that is American glass. The jeweler 
dealing directly in antiques without reservation should 
possess a copy. For him the volume is a trade handbook. 
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QUALITY GIFT SHOWING 


AT THE 


CONGRESS HOTEL 


CHICAGO - - - FEBRUARY 2-7, 1942 


To facilitate the Independent Service essential in the selection 
of Better Merchandise, the following displays are offered:— 











Aipjd, Chak 421 MADISON AVE. 
NEW YORK, N. Y. 
Min, 


HAND PAINTED PORCELAIN 
EXCLUSIVELY DESIGNED BY US and 
EXECUTED by AMERICAN ARTISTS 


Represented b 
ROOM 11-90 4 , 


ROCKWELL MERIDEN | M. WILLE — ART GOODS 
DECORATORS counnenaen "Hondyrought String ‘iver ‘ond Sve Plate. , 
CHINA & GLASS REPRODUCTIONS canes sien ‘nd an eltogether new group hy pen F me 
bining other materials. 
db 
ROOM 11-94 Tredb. Ferrel, | SUITE 10-98, 100 Mr. &'Mrs. Max Wille 
HUNT GLASS WORKS ‘““'"° | BLISS-SCOFIELD CORPORATION 
1942 SHOWING 414 SOUTH 14th ST., NEWARK, N. J. 
BEAUTIFUL HUNT CRYSTAL MAKERS of FINE JEWELRY 
R b R nted b 
ROOM 10-94 Walter J.Sulliven | ROOM 11-109 E's. Bliss 


PICKARD CHINA 
VERLYS of AMERICA, NEW YORK CITY 
VERLYS GLASS 


Represented by 
ROOM 10-108 





K. E. Banks 
CRANSTON-FENNER STUDIO 


NEW PRESTON, CONN. 


A. Pickard 
Silver Plate and Pewter Hollowware by Poole 
New Sterling Jewelry by Behar & Mass 





TABLE LAMPS and SILK SHADES 
CANDELABRA and GIRANDOLES 


ROOM 11-112 Represented by 


BAS RELIEFS | ag typi te Pearl Handle Cutlery & Carving Sets by Northampton 
by ALICE CRANSTON FENNER Leather and Metal Novelties by A. C. Thomas 
R ted b R ted b 
ROOM 1 1-96 Wentworth T. Carter ROOM 11-110 Dr F. Sebdenier 
SCHNEIDER’S a RUFFALO.N.Y. QUAKER SILVER CO., Inc. 


NORTH ATTLEBORO, MASS. 
STERLING SILVER HOLLOWWARE 
"CRYSTAL and STERLING SHAKERS by QUAKER” 


ROOM 11-108 Represented by 





V. M. Schneider & G. E. Weltmer 
PALMER- SMITH even 
EXQUISITE LINENS 
HAND WROUGHT ALUMINUM 


Represented by 
ROOM 10-104 Arthur Palmer 
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James W. Jennings 
CONGRESS HOTEL, Chicago 
“Chicago's Finest Hotel Accommodations” 
from $3.00 
QUALITY GIFT EXHIBITORS MAY SECURE 
DESIRABLE ACCOMMODATIONS FOR 
WEEK of FEBRUARY 2-7, 1942 
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Taxes, Too, Were Small 


Deterrent in December, 
Auguring Well for ’42 


“How will the entry of the United 
States into the war affect my business in 
19422”, is a question that is probably in 
the forefront of every jeweler’s mind as 
the old year ends. 

If the experience of the three weeks 
following the treacherous attack on Pearl 
Harbor can be taken as a guide, the in- 
dustry can look forward to the 12 months 
ahead with a feeling of quiet confidence 
—not to a record-breaking year perhaps, 
but to one of satisfactory sales and rea- 
sonable profit. 

Each year at Christmas, Tur JEweLers’ 
Cmcunar-Keystone makes a survey of 
several hundred representative jewelry 
stores from coast to coast, including both 
large stores and small, cash and credit, 
and in communities of all sizes from big 
cities to small towns. The result is an 
accurate cross section of the retail jew- 
elry business. 

This year particular attention was 
given to three points. First was a com- 
parison of this year’s volume with that 
of 1942 both for the year as a whole, 
and for the Christmas season alone. Sec- 
ond was the effect of the jewelry tax on 
sales, and third, the trend in consumer 
buying following the declaration of War. 

The first shock of horrified surprise 
at the Hawaiian outrage drove thoughts 
of Christmas shopping from the public’s 
mind for a few days, and sales showed 
a noticeable falling off for periods which 
stores reported as ranging from three 
to ten days. However, most people 
quickly re-adjusted themselves to the 
situation, and business picked up rapidly 
again, volume for the two weeks im- 
mediately before Christmas running well 
ahead of that of a year ago. 


Sales Better Than Last December 

The net final result was that while 
December business did not show quite 
as large a percentage of gain over 1940 
as had been maintained throughout the 
first 11 months of the year, it was never- 
theless somewhat greater than in Decem- 
ber of last year, despite the marked 
slowing down at what would normally 
be the very height of the season, in the 
days following Dec. 7. A scattering of 
stores actually reported larger increases 
for December than for the rest of the 
year, but this was the exception. The 
general experience showed gains of 30 
to 35 per cent for the year as a whole, 
with Christmas volume up 10 to 20 per 
cent over 1940. 
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Thus the test of the first month of the 
war—which is perhaps the severest test, 
because of the first psychological re- 
action—showed a result that can be con- 
sidered as distinctly encouraging in view- 
ing the outlook for the year ahead. 

Sales increases were fairly evenly dis- 
tributed throughout the various classes 
of jewelry goods, with watches, sterling 
silver, diamonds, gold, silver, gold filled 
and gold plated jewelry all being fre- 
quently mentioned as leaders of the sales 
parade. Many jewelers reported that 
gains were in about the same ratio in 
all departments. 


Tax Had Slight Effect 


Another question that has caused some 
anxiety in the minds of many jewelers 
is what the effect would be of the Fed- 
eral Jewelry Tax which went into effect 
on Oct. 1. Thus far, according to the 
stores covered by this survey, its influ- 
ence as a sales deterrent has been slight. 
It was felt to some extent in October 
because so many purchases that normal- 
ly would have been made in that month 
were rushed through to beat the tax dead- 
line. But from November on, it seems 
to have made little difference. 

Sixty-one per cent of the replying 
stores stated that after the first few days 
they have not been able to detect any 
sales resistance or any falling off of sales 
as a result of the tax. Twenty-three per 
cent reported that it had some effect; 
most of these went on to say that it was 


slight. Several stated that it was felt 
only on the higher-priced items. Others 
remarked that they thought people 


bought a little cheaper items so as to 
keep the total cost including tax down 
to the amount they had planned to spend. 

Only 16 per cent said “Yes,” that it 
had slowed sales, without qualifying their 
replies. 

Taking the general average of experi- 
ence, the Tax seems to have made the 
increase in total jewelry sales a little 
smaller than might have been made with- 
out it, but other and favorable factors 
in the business situation have more than 
counterbalanced it. 

Neither the Tax nor the War there- 
fore should cause alarm among jewelers 
as to the future. Prudence and careful 
management, of course, are called for in 
these as in all extraordinary times. And 
it is no time for rash speculation or 
over-extension. New restrictions may 
be imposed at any time, and other new 
developments which cannot be foreseen 
may enter into the picture without warn- 
ing. But as of today, the jeweler can 
look forward with cautious optimism not 
to a boom but to a continuance of good 
business in 1942. 





Retail Survey Shows 
“Tax Included" Method 
Choice of 4 of 5 Stores 


Following the enactment of the Fed- 
eral excise tax on retail sales of jewelry, 
the overwhelming sentiment of retailers 
appeared to favor the inclusion of the 
tax in the over-all selling price, as per- 
mitted by the Act. Manufacturers of 
nationally advertised and trade-marked 
goods, in compliance with that sentiment 
almost unanimously revised their price 
schedules, so that the prices shown in 
their advertising and price tags would 
include the tax. 

More lately, the belief seems to have 
gained ground that retailers have per- 
haps changed their views and that today 
the majority might prefer to show the 
tax as a separate item. 

To clear up the uncertainty on this 
point, the Bulova Watch Co., has just 
completed an exhaustive poll of retail 
jewelers, from coast to coast, on this 
point. Eighty-five hundred representa- 
tive stores of all types were asked to 
state their preference and comments 
were invited. The survey was proposed 
by Bulova’s president, John Ballard. 

Seven thousand five hundred forty- 
eight have replied, of whom 6017 stated 
that they preferred the system of in- 
cluding the tax in the over-all price, 
while 1531 expressed a preference for 
showing the tax as a separate item. 

Accompanying letters of comment 
from both sides were many and vigor- 
ous. Whichever point of view jewelers 
take, they take it firmly and whole- 
heartedly and both are equally positive 
that they think their method is the 
correct one. However, four out of five 
is a pretty convincing majority. 

The division was not between classes 
or groups, but straight across the 
board. Both among those who want the 
tax included, and those who want it 
shown separately, included some of the 
largest and finest stores in the country; 
small stores, middle-size stores, stores in 
big cities and small communities, cash 
stores and credit stores. The jeweler’s 
opinion on this subject seems to be 
governed not by his location or type of 
store, but solely by his own personal 
opinion and experience arrived at in 
his own individual manner. 

Obviously, it is impossible for manu- 
facturers to please both groups 
simultaneously with their pricing 


methods, but since four out of five pre- 
fer the tax-included plan, presumably 
most, if not all, makers of trademarked 
and advertised goods will continue the 
present practice of including the tax 
in the over-all price. 
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Copper on Hand, Dee. 1, Released by OPM: 
Jewelers Want Metal to Balance Stock 


As this is written the manufacturing 
jewelry industry still lacks a clear cut 
answer to its months-old problem—“how 
much copper or copper base alloys will 
we be. allowed to use and buy during 
the months ahead?” But optimism rules. 

On Dec. 7 the Office of Production 
Management issued a general amendment 
to its drastic order of October (M-9-c). 
Among other things the amendment au- 
thorizes limited use by manufacturers, 
until April 1, of metal on hand as of 
Dec. 1. This, of course, was viewed in 
the field as a step in the right direction 
but the feeling in the important Provi- 
dence-Attleboro area was that the order, 
being general, failed to clarify the con- 
ditions and problems peculiar to the jew- 
elry industry. Because of this the indus- 
try has asked for necessary orders to 
state more exactly their position. 

As represented by the New Englana 
Manufacturing Jewelers’ and_ Silver- 
smiths’ Association the industry has 
asked the OPM for an order that would: 

1, Allow for the first quarter of 1942 
the use of one-eighth as much copper and 
copper alloys as was used in all of 1940. 

2. Allow, as far as possible, this metal 
to be used to balance inventory. 

3. Allow not more than one-third to 
be held in the form of scrap. 

4. Redefine the word “use.” The OPM 
has required that the metal in the fin- 
ished article to be used as the amount 
but the trade believes that it is about 
impossible to accurately gauge the 
amount along such lines and asks instead 
that the metal used in the beginning of 
manufacture be the yard-stick. 

And in addition the NEMJ&SA has 
asked the OPM to allocate enough metal 
to operate as of the proposed amend- 
ment. 

Some of the better-informed men in 
the industry have told the Jeweters’ 
Crcutar-Keystone that they are fairly 
confident that the OPM will allow the use 
in the first quarter of one-eighth the 





amount used in all of 1940 (or one-half 
the amount used in the first quarter of 
1940), as stated above under Point 1. 
They are also of the opinion that Points 
2 and 8 will be granted but they are less 
optimistic on the chances for redefinition 
of the word “use” or of the chances for 
allocation of additional metal. In other 
words, it is considered likely that those 
firms that hold the metal in line with 
OPM specifications will be allowed to 
use it but that there is less hope that 
companies in a less favorable inventory 
position will be able to buy metal. One 
well-informed manufacturer ventured 
the opinion that there undoubtedly will 
be serious curtailment of operations and 
employment in the near future but doubt- 
ed that wholesale shutdowns would be 
seen. 

Meanwhile some manufacturers see an- 
other possible headache in the action of 
the Government in taking over tin sup- 
plies. While there is no desire to make 
matters worse than they are, it neverthe- 
less is admitted that any drastic cur- 
tailment of tin deliveries to the industry 
would pose another problem for those 
concerned. However, it was noted with 
relief that the U. S. order permits a 
distributor to deliver to a regular cus- 
tomer in less than five ton lots, subject 
to priority regulations. No deliveries of 
tin or tin products may be made to fabri- 
cators who have ample stocks on hand. 
Officials said the U. S. has about one 
year’s supply of tin at normal demand 
level. 

Use of plastics by the industry still 
is on the increase with the situation vary- 
ing with different companies. But it is 
cited that some plastics have also been 
curtailed by the Government and are 
growing difficult to get. Contrary to 
belief in some quarters, it is said in 
Providence that the rising use of plastics 
in the industry is due chiefly to the lack 
of stones rather than to the shortage of 
metals. 








DATES FOR THE MEMO PAD... 
JANUARY 
10 Chicago Jewelers Association ban- Hotel Stevens Chicago 
quet 
17 24-Karat Club of New York ban- Waldorf-Astoria New York 
quet 
FEBRUARY 
1 New York Jewelers Benevolent Manhattan Center New York 
Asso. banquet 
7 Boston Jewelers Club banquet Copley Plaza Boston 
11 24-Karat Club of Cleveland and 
Northern Ohio 25th anniversary 
banquet 
22 Horological Society of New York Park Central New York 
banquet 
MARCH 
1 Exec. Comm. of Retail Jewelers Hotel Astor New York 
Asso. of Greater New York ban- 
quet 
8-10 Gemological Institute of Amer- Philadelphia 
ica conclave 
15-17 Gemological Institute of America Chicago 
conclave 
15 Associated Credit Jewelers of New Waldorf-Astoria New York 
York & New Jersey 

















Manufacturers Urged 
To Hold Dec. 1 Prices 
On Watches, Clocks, Silver 


Manufacturer’s prices on clocks, 
watches and silverware are to remain at 
a level no higher than they were as of 
Dec. 1, if a request of the Office of Price 
Administration, issued on Dec. 19, is 
heeded. 

The letters to the manufacturers read 
in part: 

“While our study is in progress, we 
urge you not to increase your prices on 
current items above the levels prevailing 
on Dec. 1, 1941, and to price new items at 
the same relative level. In cases where 
you feel it impossible to comply fully 
with this request, we also ask that you 
inform us of contemplated price changes 
and of the prices of new items well in 
advance of their effective date. 

“You may be certain that your patri- 
otic cooperation in furthering the defense 
program by helping to prevent inflation 
is of genuine assistance to this Office and 
of real service to the nation. May we 
have an expression of your willingness 
to cooperate with our request as soon as 
possible?” 





Every Elgin Worker Gives to Red 
Cross Firm Brings Total to $6,000 


The employes of the Elgin National 
Watch Co. set a fine example for their 
local community and for other industrial 
firms as well when each °* the 4400 per- 
sons on the payroll c uted one dol- 
lar each, to the American Red Cross. 
The donations were matched by 35 cents 
to the dollar, by the firm, bringing the 
total to nearly $6,000. 

, It is believed that this 100% participa- 
tion may set a record in the nation-wide 
drive. 

Each employe of the firm contributes 
$1 a month to the Employes Relief Fund, 
and the firm in turn gives 35 cents for 
each employe. ‘Through the board of 
trustees of the fund the employes voted 
to forego payments to the fund in De- 
cember, giving the dollars instead to 
the Red Cross. 

This handsome contribution follows 
closely on the enrollment of more than 
2400 workers in the watch plant as mem- 
bers of the A.R.C. 





Mary Was a Whitesmith 


advertisement was 
Cambridge (Mass.) 


This curious 
printed in the 
Chronicle of 1805: 

“Mary Scaredevil, widow of the late 
William Scaredevil, does, by the assist- 
ance of the Almighty, intend to carry on 
the business of whitesmith, and hopes for 
favors and recommendations of the gen- 
tlemen and ladies whom the late William 
Scaredevil had the pleasure .to serve, 
which will be gratefully acknowledged 
by your most humble servant 

Mary Scaredevil.” 





Defense Bonds Given as Bonuses 


Employes of the Morris Square Deal 
jewelry stores, attending a banquet and 
meeting, held at the Hotel Bethlehem, 
Bethlehem, Pa., heard that they were 
to receive $15,000 in defense bonds, this 
year, instead of the usual cash bonus. 
Edward Morris, head of the firm, made 
the announcement. 
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Oneida Wins Another Decision 
In Fair Trade Action Against 
Cooperative Buying Association 


The long list of Fair Trade victories 
of Oneida, Ltd. continues to grow, the 
latest one being the announcement of a 
permanent injunction against the Co- 
operative Purchasing Association, Inc., 
of 419 Fourth Ave., New York, granted 
by the New York State Supreme Court, 
6th District, in Stanford, N. Y., on 
Nov. 3. 

The injunction restrains the associa- 
tion from advertising, offering for sale, 
or selling Community or Tudor Plate 
below the prices established by Fair 
‘Trade contracts in the state. 

The association was alleged to have 
a plan whereby a person paid some 
small initial fee, like 254 cents, and 
thereby became a member, entitling him 
to the services of the association in ob- 
taining merchandise at less than the 
regular prices. 

Oneida, Ltd. probably has gone to 
court more times to protect retailers 
from price-cutters than any other firm 
in the jewelry trade and its numerous 
victories have been reported regularly 
in these columns. Even more cases, how- 
ever, have never appeared in print, hay- 
ing been settled between Oneida and 
offending firms, which generally recog- 
nized that it was cheaper to settle out 
of court than to go through with costly 
court proceedings, which would seem 
certain to result in permanent injunc- 
tions in the end. 

E. F. Kitendaugh, manager of Oneida’s 
Legal Department has been kept on the 
jump by fair trade cases in various 
parts of the country. He recently flew 
to San Francisco and back in connec- 
tion with one case. At another time 
four suits were being conducted simul- 
taneously in Chicago, each resulting in 
an injunction. 


Oneida Wins Every Fair Trade Suit 


Mr. Kitendaugh reports that never yet 
has he failed to get an injunction in any 
fair trade action he has started. He 
says that the Fair Trade Acts have now 
become so well established in most of 
the states like New York, Illinois and 
California that lawyers now only _at- 
tempt dilatory tactics to delay an injunc- 
tion, probably realizing the hopelessness 
of contesting the main issue. 

One Chicago concern postponed the 
inevitable injunction by discharging its 
attorney immediately after a hearing, in 
order to have a new attorney get a de- 
lay in order that he might become fa- 
miliar with the case. However, after 
three attorneys had been discharged in 
this manner, a permanent injunction was 
granted under the fourth attorney. 


BUY DEFENSE BONDS 


Canned Pearls and Now— 


DIAMONDS! 


A “canned diamond” presented an un- 
usual problem to Thompson and Girar- 
din, of Valdosta, Ga., recently. The 
stone—a two-carat one—was sent to the 
firm to be fitted in a suitable mounting. 
But when it arrived at the store, in 
addition to the usual wrappings, it was 
found to be contained in a tin can and 
the can sealed in the regulation manner! 
Members of the firm had to borrow a 
can opener, it is reported, before they 
could get to it. 


FOR JANUARY, 1942 





Extra Special Bargains: 
‘Elgin’ ‘Gold,’ 'Shockproof' Watch 
With ‘Free’ Knife, Chain, All for $2.50 


The Federal Trade Commission has 
issued a complaint against Earl Hall, 
trading as United Watch Co., St. Cloud, 
Minn., charging misrepresentations in 
the sale of watches. 

The respondent’s representations are 
alleged to be misleading in that the 
watch offered in periodical and circular 
advertisements circulated in commerce, 
at $1.95, is not an Elgin, and is not of 
shockproof design and _ construction. 
Likewise, the complaint charges, a “No. 
5 Locomotive” watch, advertised for 
$2.50, is not shockproof; it possesses 
none of the essential features required 
of watches used by railroad employees; 
its case contains no gold, and the watch 
is sold by others than the respondent, 
in contradiction to the advertisements. 

The knife and chain are not furnished 
free of charge, as represented in the 
ads, but are part of a combination offer 
and the price, including a profit to the 
respondent, is part of the purchase 
price of the watches, according to the 
IF. 'I’. C. complaint. 


REMEMBER PEARL HARBOR! 


Mrs. Shipley Talks and Shows Gems 


Beatrice Shipley, wife of Robert M. 
Shipley, president of the Gemological 
Institute of America, has been experi- 
menting during the past year with lec- 
tures on gems before womens’ groups. 
The small informal talks before lunch- 
eon, dinner and sorority groups of be- 
tween 25 and 50 women have been very 
successful. Mrs. Shipley gives her talk 
first. In this talk she stresses the 
historical and romantic side of gems in- 
troducing many of the amusing super- 
stitions and a small amount of interest- 
ing technical information. She then 
stresses the importance of genuine 
jewelry as costume accents and har- 
monies and develops the idea of the per- 
sonality of gems. At the close of her 
talk, Mrs. Shipey shows a display of 
jewelry illustrating her talk. Recently 
Mrs. Shipley was asked to speak befure 
the Junior League of Riverside, Cal., 
in a large room before a group of 200 
women. ‘The display of jewelry used 
in the talk was furnished by Frank 
Fisher of Riverside, Brock & Co., and 
Donovan & Seamans, of Los Angeles. 


KEEP 'EM FLYING! 


Imports During September 


Article Number’ Value 
Watches and watch 
movements ...... .. 487,716 $1,556,629 
WH NON ce hone? sees 63,022 
Clocks and clock 
movement® ......>. 9 417 
Diamonds, suitable as 
gems— 
Rough, uncut ...... 3,512 190,835 
Cut, but unset ... 20,085 1,907,753 
Pearls— 
| GERCIR Ma en Hee ak 15,506 
Cultured or cul- 
| ee 21,292 
Other precious and 
semi-precious stones— 
Rowumnt,. WNCME. 2.02, a6:0,0/0 143 
Cat, Wak- Wet i. ses 141,213 
Semi-precious stones— 
Rough, bat uncut... <«.... 16,853 
Cot. We Geet .. 5. twa. 154,786 
Imitations— 
of precious and semi- 
REGO 5 285046. SPELL s cee 1,465 
Gf GRMEG, CUM... cise ce +x ou 1,676 
WOME Soks.  ceeveee” Ja henh 57,445 
Synthetics ..... ria Neg sea aa 4,235 
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New Goods for Old 


Why not turn those shopworn 
items on the back of your 
stock shelves into cash? They 
may be tarnished and unat- 


one of the new popular fin- 
ishes will make them bright 
and salable. 


With Green's Sal-Hyde Elec- 


They come to you completely 
mixed, with all the compo- 
nents accurately proportioned. 
All you have to do is to add 
the prescribed amount of 
water and you have the fin- 
est plating bath that chemical 
science and carefully chosen, 
first quality ingredients can 
produce. The cost is less than 
mixing your own, and the re- 
sults are better. 


Sal-Hyde is available in all 
the popular shades of gold as 
well as silver, rhodium, cop- 
per and other metals. 


Can be used with any electro 
plating equipment. 


Let us send you complete de- 
tails and price list. 


W. GREEN ELECTRIC CO., Inc. 


130 Cedar St. 
NEW YORK Est. 1892 N. Y. 


Just 
Add 
Water 
And 
Use 
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In all Schumer-created special 
orders. Send us your specifica- 
tions. We'll submit a design— 
without obligation. 


S LEADING MANUFACTURERS 














NEW ! 
DIFFERENT ! ! 
EFFECTIVE!!! 


If you use Red Rouge for coloring, 
you know how very difficult it is to 
wash it off the work after color buff- 
ing. Especially is this true on small 


work, novelty jewelry, expanding 
wrist watch bracelets, etc. 
Many companies trying this new 


rouge find it solves their cleaning 
problem entirely. Read what one 
skeptical customer wrote after trying 
a free sample: 

“Our polisher advises this rouge is 

all you claimed for it. He has been 

in this particular field for 20 years 

or more and states it is the best 


rouge he has ever used. Thank you 
for introducing it to us.” 


May We Introduce To You? 
XXMWS Red Water Soluble 


BURNSROUGE 


Fine abrasive — non-scratching — for 
coloring on gold or silver—complete- 
ly soluble in hot water—no ammonia, 
soap, or scrubbing necessary to re- 
move it. 


Send for FREE SAMPLE and check 
our claims for this latest develop- 
ment in easy-washing coloring rouge. 


E. REED BURNS MFG. CORP. 
40 Withers Street Brooklyn, N. Y. 
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NOVEMBER JEWELRY SALES AHEAD BY 16 PER CENT 


## LESS THAN O5% 
MB NON-REPORTING STATES ~ 
AR Sad 





The nation’s retail jewelry sales, which zoomed 87 per cent in September in 
the “beat the tax” rush and then dipped to a mere 9 per cent in October, after 
the imposition of a 10 per cent Federal excise tax on the retail sale of jewelry, 
recovered in November to a respectable 16 per cent ahead of the same month 
of 1940. This margin was better than twice that of all retail business, which 
was only 7 per cent greater in November, 1941, than in November, 1940. 


Further indicating jewelry stores’ gain 
from the October slump was a 26 per 
cent expansion in sales in November, in 
comparison with the preceding month. 

The accompanying map shows in per- 
centages how jewelry store sales during 
November, 1941, compared with busi- 
ness done in November, 1940, and is 
based upon reports from 823 indepen- 
dent jewelry stores to the Current Statis- 
tical Service, E. J. Engquist, Jr., chief, 
of the Bureau of the Census. 

For the second successive month, 
Arkansas jewelers led a forward move- 
ment with a gain over November, 1940, 
of 40 per cent. Indiana jewelers aver- 
aged an improvement of 35 per cent over 
the year before, and there were average 
gains of 20 per cent or more in South 








Carolina, Iowa, Wisconsin, Illinois, Cali- 
fornia, Massachusetts, Alabama and 
Texas. 

November jewelry store sales, com- 
pared with the same month of 1940, 
show the following city averages: Chi- 
cago, plus 21 per cent; Los Angeles, 
plus 22 per cent; Portland, Ore., plus 
12 per cent; St. Louis, plus 1 per cent, 
and Seattle, plus 13 per cent. 





William G. Drosten, one of the best 
known retail jewelers of the country, has 
been named a director of the Better 
Business Bureau of St. Louis, to repre- 
sent the jewelry trade. 


REMEMBER PEARL HARBOR! 
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OCTOBER EMPLOYMENT IN JEWELRY, WATCH, SILVER MANUFACTURING PLANTS 


(1923-1925—=100) 
October October October October October October October 
1935 1936 1937 1938 1939 1940 1941 
I os 55 Seaweed 94.8 100.5 105.4 96.6 106.7 110.4 121.0 
Silverware and plated ware. 61.5 62.9 72.0 66.2 73.1 76.5 87.6 
Clocks, watches and time re- i 
cording devices ......... 90.8 102.4 111.8 83.6 90.0 104.6 111.6 
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Joint Show Decision Still Pending: 
Exhibitors to Meet with Associations: 
ANRJA Again Extends Deadline 


Whether the jewelry industry will 
again have in 1942 one big consolidated 
show of jewelry store merchandise, joint- 
ly sponsored by the two national associa- 
tions of retailers, or whether each Asso- 
ciation will try to have its own individual 
exhibition, has not yet been finally de- 
cided. 

Although, as previously reported, both 
ANRJA and NACJ had announced their 
intention to abandon the arrangement of 
the past two years for simultaneous con- 
ventions with a jointly sponsored show 
in connection, and revert to the old 
arrangement of meeting at separate 
times and places, protests and action 
from exhibitors against this uneconomic 
procedure have been so emphatic that 
both associations have felt obliged to 
give heed. 

ANRJA, which at first refused even 
to meet with the exhibitors to discuss 
the question, has now agreed to a con- 
ference for reconsideration of the sub- 
ject, and NACJ has likewise indicated 
its willingness to talk the matter over. 
A meeting or meetings between repre- 
sentatives of the exhibitors and the two 
retail groups are now planned for Janu- 
ary, and in the meanwhile, ANRJA, 
which had previously extended to Dec. 
31 the deadline for making space reser- 
vations has again extended the date to 
Jan. 81. 

The committee representing the exhib- 
itors has mailed the following letter to 
everyone who has displayed goods at 
either the 1940 or 1941 show. 

“Dear Fellow Exhibitor: 

Your Committee desires to inform you 
that it has prevailed upon the officers 
of the ANRJA to extend the time of 
exhibitors to file contracts for the 1942 
show to January 31, 1942. 

Since the last general meeting of the 
exhibitors held on October 30, 1941, some 
members of the Committee have informal- 
ly discussed with officials of the ANRJA 
and the NACJ the plan of one combined 
annual show. Due to the National Emer- 
gency and the holiday season, it was dif- 
ficult to carry on these negotiations to a 
definite conclusion. Right after the holi- 
days, the Committee plans to again meet 
with the officials of both associations to 
carry out its objective. 

The Committee also desires to inform 
you that the Certificate of Incorporation 
for the creation of Tue JewetRy AND 
Autrep Trapes Association, Inc., has 
been accepted by the Secretary of State 
of the State of New York. During the 
month of January, a formal meeting will 
be called of all exhitors, at which time 
the association will be organized and the 
Committee will report the result of its 
efforts. 

You will, of course, be given ample 
notice and it is suggested that until you 
will have heard further from the Com- 
mittee, no action be taken by any exhibi- 
tor with respect to space for the 1942 
show. 

Yours very truly, 
Exhibitors’ Committee.” 





Jewelry is the best accessory for the 
wool dress, and a basic dress will rely 
upon changes of jewels for its color and 
variety. 


FOR JANUARY, 1942 








Not Guilty Pleas Made 
By American Watch Firms 
In Anti-Trust Cases 


The three leading American watch 
companies, Elgin, Hamilton and Walt- 
ham, which were indicted by a Federal 
Grand Jury on Nov. 13, together with 
26 distributing corporations and 73 in- 
dividuals named as co-defendants on 
three indictments, for alleged violation 
of the Sherman Anti-trust Act, entered 
pleas of “not guilty” on Dec. 3. 

U. S. District Judge Henry W. God- 
dard, before whom the pleas were en- 
tered, in the U. S. District Court, in 
New York City, granted the defendants 
until Jan. 15, to file motions, pleas and 
other attacks challenging the legal suf- 
ficiency of the indictments. 

The three indictments, one against 
each of the firms and their principal 
distributors, allege that there were con- 
spiracies between the manufacturers and 
wholesalers which had the effect of pre- 
venting “numerous catalog houses, sub- 
jobbers, up-stairs houses, wholesalers 
and retailers from buying, selling, dis- 
tributing or dealing” in Hamilton, Elgin 
and Waltham watches in violation of the 
Anti-trust Act. 

Hamilton Watch Co. officials, for ob- 
vious reasons, refuse to comment upon 
the probability of success in any of the 
forthcoming preliminary moves against 
the indictment. 

W. R. Atkinson, Vice-President in 
Charge of Sales of Hamilton, has re- 
iterated the intention of Hamilton Watch 
Co. to stand its ground. In this connec- 
tion, Mr. Atkinson stated: 

“T cannot too strongly emphasize that 
the Hamilton policy of distribution, in- 
cluding price maintenance under the 
state Fair Trade Acts, remains un- 
changed. Our wholehearted objective is 
to preserve the policy which has meant 
so much to the ultimate consumer of 
Hamilton watches and to the channels 
of the trade through which—and only 
through which—it is possible for Amer- 
ican consumers to buy Hamiltons at rea- 
sonable prices in every nook and corner 
of the nation.” 

Asked if the declaration of war has 
occasioned any change in the Hamilton 
approach to the problem presented by 
the indictment, Mr. Atkinson answered: 

“Emphatically not! As to that ques- 
tion, I can only say that it is a source 
of propound regret to everyone at Ham- 
ilton that the action of the Anti-trust 
Division of the Department of Justice 
compels us to divert our attention from 
a pressing war job to prove innocence 
of criminal charges grounded in such 
fine-spun concepts and theories in the 
law as to confuse even lawyers and 
judges, let alone laymen. Hamilton’s 
responsibilities to the armed forces of 
the U. S.—naval, military and aeronau- 
tical alike—are far from inconsequential. 
The urgent need for the production and 
delivery of timing mechanisms and in- 
struments vital to all phases of modern 
warfare is self-evident. We cannot and 
will not neglect that job. Somehow it 
will be done and it will be done on time.” 





The master artisans en- 
gaged in our Lapidary de- 
partment for the cutting, 
engraving, encrusting and 
drilling of stones are ex- 
perts of recognized talent. 
. >. The craftsmanship of 
these lapidaries is matched 
by the skill and knowledge 
of all the specialists en- 
gaged by us at “Stone 
Headquarters.” Since 1901, 
our staff has met the needs 
of the trade for anything 

_ in stones—from Amethyst 
to Zircon. Bring your next 
stone problem to any of 
our 3 convenient offices 
for speedy solution. 


\pTeE 
[MP 7 


PRECIC 


610 FIFTH AVENUE 


NEW YORK 


¢ 


Providence Branch: 40 Fountain St. 











Traditional Talent... 


Ss VATA 00, 
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Earrings in various patterns in 14 Kt 
Green and Red Gold 


St. Christopher Key—14 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


Love Knot Ring—14 Kt Red and Green 
Gold Combination in four sizes Bar- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
aled Novelties, including 
Vanity, Cigarette and Card 
Cases are distinctive and 
have sales appeal. 


CLIFFORD A. MILLER & CO., Inc. 


Manufacturers 


64 West 48th Street 
New York 














V Ikine CRaArt 


BEAUTY THAT PREV AILS 


ORIGINAL CREATIONS 
in STERLING SILVER 








Patent Pending 


ALBERT HORWIG 


maker of 


ViKinc CRAFr 


Brooches — Bracelets 
Necklaces — Earrings 


. 71 Nassau St., N. Y. C. 
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Jewelers’ Windows Smashed 
By Mob in Seattle Blackout 


Jewelry store plate glass windows 
were broken with bricks and missiles by 
wild mobs the first evening of Seattle’s 
series of blackouts. Such windows were 
destroyed because lights were left in- 
advertently burning or neon signs re- 
mained turned on, and the crowd felt 
that they would “give away” the city 
from the air. Friendlander’s gorgeous 
plate glass windows at 5th Ave. and 
Pike St. were among those shattered. 

Notice from the U. S. Army to black- 
out the city came late in the day—too 
late for the afternoon papers—and only 
those listening to late news flashes on 
the radio were informed—so that many 
jewelry store proprietors did not know 
of the Army Order, consequently they 
suffered extensive damage, along with 
other merchants in metropolitan Seattle, 
where a crowd of about 2,000 led by a 
19-year-old girl—the wife of a U. S. 
sailor, broke the windows to put out 
the lights. The girl was arrested by 
the police for alleged inciting of the 
mob, and she admitted it. 

Police tried to save a number of 
stores, but 26 were damaged and as 
lights were extinguished at one store 
the crowd moved to others singing “God 
Bless America.” ‘The girl is alleged to 
have incited the crowd of men with in- 
flammatory words, urging them to break 
the windows and turn them out as she 
cried “I’m married to a man in the 
Navy. He’s out there fighting. Are 
you going to stand by while these lights 
threaten the very life of your city?” 
They acted quickly, one 23-year-old 
longshoreman suffering a severe leg in- 
jury as he kicked in a_ plate-glass 
jewelry window. 


BUY DEFENSE BONDS 


Jeweler's Movie Wins Award 


Anchor O. Jensen jeweler, is Seattle’s 
leading movie-maker. For his movie- 
making hobby, Mr. Jensen was recently 
accorded third place in the scenario di- 
vision of Home Movies Magazine, which 
staged an annual competition among the 
best hobbyists of the nation. Jensen, 
former president and organizer of the 
Seattle 8MM Club, a group of amateur 
moving-picture enthusiasts, had yearly 
won a place in the national competition, 
and now has stepped up to third position 
with his “Ten Pretty Girls,” featuring 
local talent of Seattle. 


REMEMBER PEARL HARBOR! 


q Lou Weisfield, Seattle jeweler, has 
been chosen president of the Glendale 
Golf Club, and Louis’ Friedlander, 
another Seattle jeweler, has been 
selected as vice-president. 

q Known all over the nation, in jewelry 
aS well as public circles, as “Mrs. Cohn’s 
Little Boy Ben,” a slogan which he has 
made famous with the years, Ben Cohn 
recently returned to Spokane via air- 
plane, after an extensive buying trip 
to stock his store for Christmas in the 
buying marts of New York, Washing- 
ton, D. C., Pittsburgh, and Chicago. 
Upon his return he staged a grand 
open house to feature the program of 
complete remodeling which has_ been 
carried out in his jewelry store at 722 
Riverside, Spokane, and also his 32nd 
business anniversary. At the open 
house no merchandise was sold. The 
staff of 22 gave visitors a preview of 
gift suggestions. 











Trade Paper Night 
Held by California Group 


“Trade Paper Night” was observed at 
the November session of the Southeast 
R.J.A. at the meeting, at Huntington 
Park, Cal. Guests were R. S. Manchester 
and William Erb, publisher and editor 
respectively of the Pacific Goldsmith; H. 
L. Mitchell, local representative of Na- 
tional Jeweler and Harry R. Terhune, 
Western editor of JEWELERS’ CIRCULAR- 
KEYstoNE. Keynote speaker of the eve- 
ning was Mr. Erb. At this meeting of- 
ficers elected to serve during 1942 were: 
President, H. Atlantic Sudbury; Ist vice- 
president, Jerry Ostermeir; 2nd_vice- 
president, Fred Setterberg and_secre- 
tary-treasurer, Harry Engle. S. P. Day- 
ton and H. A. Sudbury were co-chairmen 
of the meeting. 


KEEP 'EM FLYING! 


The Los Angeles Study Group had a 
particularly interesting meeting,  re- 
cently, when James G. Donovan, Jr., of 
Donovan & Seamans, presented a thor- 
ough discussion of G. I. A. assignments. 
The latter part of the evening was given 
over to Mrs. R. M. Shipley who told her 
ideas on lecturing and of what value 
this type of advertising is to the retail 
jeweler. During the discussion period 
after the close of Mrs. Shipley’s talk, re- 
freshments were served. 


GOLDEN STATE GOLFERS 








A couple of groups of golfers who participated 
in the Fall meet of the Southern California Jew- 
elers' Golf Association p d long gh, be- 
fore teeing off, to have their pictures taken. The 
tournament was held at the Cheviot Hills Coun- 
try Club, Nov. 7, with a good attendance. 

Those in the upper group are: L. to r., Ted 
Brown, Jim Oliphant, George Parr and Jack 
Mintz, and kneeling, Ed Hadovec, president of 
the association. In the lower groupd are, I. to r., 
Louis Zimmelman, Gus Colvin, Paul Branyen and 
Frank Starke. 

Members of the trade who could not make the 
golf tourney turned up for the dinner and enter- 
tainment at the clubhouse, at which James A. 
Apfel served as ter-of-cer i Guest 
prizes were awarded to Gus Colvin and Tom 
McCready, both of San Francisco. Member prizes 
were won by Ed Hadovec, William Kley and 
Edgar Wight. 
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q As the result of its recent expansion 
the David Pfeffer Co. now occupies most 
of the 14th floor at 106 Fulton St. 

4 Harold 1. Spath, of the Mossalone 
Co.. 48 W. 48th St., took as his bride 
on Dec. 7, Miss Eleanor Bekay, of 
Brooklyn. 

Mr. and Mrs. Harvey Dinstman of the 
I. D. Watch Case Co., Inc., are the happy 
parents of twin daughters, Nancy and 
Carol. 

q The Marvin Watch Co., 1 W. 47th 
St., has moved from the 11th to the 10th 
floor, where it occupies more spacious 
quarters. 

q Spandorfer & Co., New York watch 
and jewelry supply house, is opening a 
branch office in the Emaxee Bldg., Green- 
ville, S. C., about Jan. 1. Sidney Span- 
dorfer will be in charge. 

q The firm of Kittay & Blitz, Inc., im- 
porters and cutters, ceased being a cor- 
poration on Dec. 28, and hereafter will 
operate as a partnership under the name 
of Kittay & Blitz, at the same addresses. 
q The William Walton jewelry store in 
Rockville Centre, L. I., was robbed of 
jewels valued at about $4,000, over the 
last week-end of November. The thieves 
broke through the floor of an unoccu- 
pied apartment above the store. 


q A Christmas party was enjoyed by 


employees of the Jacques Kreisler Mfg. 
Corp., North Bergen, N. J., on Wednes- 
day afternoon, Dec. 24, at the Skyline 
Inn. The party is reported to have 
been a “howling” success. 

q Jerome Wallach, diamond dealer of 
665 Fifth Ave., announced his marriage 
to Hortense Gerstien, on Christmas eve, 
at the Waldorf-Astoria. Since skiing is 
said to have brought about the romance 
it was expected that the newlyweds 
would enjoy the skiing provided by the 
Laurentians, during their honeymoon. 
q The Associate Jewelers, Inc. will hold 
its annual banquet on Jan. 25, at the 
Park Central. Table reservations are 
being taken by Walter Beer, Philip 
Skalet and Herman Ostrin. Officers of 
the organization are: Jacques Japka, 
president; Morris Rikles and Louis 
Flyer, vice-presidents; Henry Peterson, 
secretary, and Isidore Tenen, treasurer. 
q Henry Kahn, whose jewelry store 
-and property at 390 Rue St. Honore, 
Paris, which he had operated for 31 
years, has been seized by French 


HENRY KAHN 


authorities under German orders, is 
establishing a jewelry business with his 
old friend M. Jacques Zolotnitzky, of 
Paris, president of A. La Vieille, Inc., at 
785 Fifth Ave. For the last 15 years 
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Mr. Kahn was official appraiser for the 
French government, technical counsellor 
of the Bank of France, and counsellor 
for the Department of Commerce. For 
the past 20 years he was president of 
the Merchants’ Association of Rue St. 
Honore and the Lafayette Memorial 
Committee. A veteran of the last World 
War, and wounded at Verdun, Mr. Kahn 
is an Officer of the Legion of Honor. 
q Quiz programs have proven excep- 
tionally popular features of recent 
meetings of the Horological Society of 
New York. At the December meeting 
the board of experts, comprised of 
Messrs. Sasek, O’Shaugnessy, Morris, 
Lemer and Salomon, won applause for 
their quick responses to many tricky 
questions. President Andrew Park in- 
troduced William Van Laar, president 
of the New Jersey horological associa- 
tion, who commended the club for its 
work, and especially a new course in 
blueprint reading, prepared by Henry B. 
Fried, which appears as a regular fea- 
ture of the organization’s bulletin. He 
also explained his organization’s efforts 
to obtain watchmaker legislation. Rochas 
Salomon, chairman of the Advisory 
Board on Education, spoke about his 
recent visit to the Brooklyn High School 
for Specialty Trades, where he observed 
the watchmaking class at work, under 
the direction of Mr. Fried. 


Goodfriend Bros. Celebrate 


q The 50th anniversaries of Goodfriend 
Bros., pearls and fine gems, and its pres- 
ident, Julius Kaufman, were jointly cele- 
brated in the firm’s offices, 608 Fifth 
Ave., all day on Saturday, Nov. 29, 
when scores of men and women of the 
trade dropped in to pay their respects. 


Julius Kaufman, presi- 
dent of Goodfriend 
Bros., gem house. Both 
celebrated their 50th 
business anniversaries. 


The offices resembled a greenhouse, with 
many floral tributes from friends in the 
trade hiding desks and filing cabinets. 
Mr. Kaufman joined the firm as an er- 
rand boy, half a century ago, when it 
was at 19 Maiden Lane. A couple of 
years later he became a salesman and 
has been selling ever since, having trav- 
eled extensively in this connection, both 
here and abroad. MHenry B. Good- 
friend, vice-president, aso sells for the 
firm, while David Livingston, secretary- 
treasurer, handles the financial business 
of the firm. The latter has been con- 
nected with the corporation for the past 
45 years. 

q M.S. Abelson, of Abelson’s, Inc., New- 
ark, was elected president of the Asso- 
ciated Credit Jewelers of New York and 
New Jersey, succeeding C. M. Bradbury, 
of the Royal Diamond & Watch Co., who 











OMEGA 


The watch of world precision record 
NORMAN M. MORRIS 
WATCH CORP. 


608 Fifth Ave... . New York 





FRIEDMAN GEM CO., INC. 


5,000,000 
ROYAL MARCASSITES 


Size 


yAL<@ 0) 


CULTURED PEARL NECKLACES 
CHINESE JADE 


71-73 Nassau St., New York City 











ENCRUSTERS 

STONE RINGS ENGRAVED 

@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Estimates furnished without obligation 
BRAUNFELD & MEHLMAN 

108 Fulton St. New York, N. Y. 




















BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces lengthened and restrung 


DOUBRAVA CO. 


12 John St., New York City 








Grarr, WASHBOURNE & Dunn 


FINE SILVERSMITHS 
SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 








SIMONS BROS. CO. 
THIMBLES 


PHILADELPHIA 





269 So. 9th ST. 











“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


a 
VAT MLS 








, Whitelaw Brothers 
k DIAMONDS 


ze 
48 West 48th St., New York, N. Y. 





113 








UNIVERSAL ez. v. s. pat. ofr. 
ARMY—NAVY—MARINE—AIR 


MILITARY SERVICE RINGS 


FOR EVERY BRANCH OF SERVICE 
Write for Particulars and Display Card 












REVERSE 
SIDE 
OF EITHER 


ARMY NAVY 
Presentat 
Jewels Mode Write for 
to Order Catalogue 
MASONIC & EASTERN STAR JEWELRY 


CHARLES FISCHER & CO. 


MANUFACTURING JEWELERS 


ESTAB. OSSD 1908 


Makers—Distributors—Patentees 
62 W. 47TH ST. NEW YORK 








SPECIAL ORDER WORK 


Original Hand-crafted Designs 
IN STERLING SILVER 


Address all inquiries to: 


PEER SMED, Silversmith 
30 Irving Place New York City 








LADIES’ ZIRCON RINGS LADIES’ PLATINUM 
BIRTHSTONE RINGS & GOLD MOUNTINGS 
GOLD: CROSSES Solitaire- Wedding- Fancy 
RA.4 @ i GENTS' RINGS 
1/20—12 Kt. G. F. Plat. & Gold 
JOSEPH A. RICH 


Mfrs. of Plat. & Gold Jewelry 
62 W. 47th St. New York, N. Y. 

















C7 PATENT YOUR IDEAS 


CONFIDENTIAL LIS UO 
ADVICE Bie TORNEY 
FREE crevisney PATENT eNsineER 


Pat. Off. records searched 
Invention or Trade Mark 








for ANY 











RCH CROWN TAGS 


CELLULOID — METAL— PARCHMENT 
Send fer Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 

















Specializing In 
Ladies’ and Gents’ 
STAR SAPPHIRE 
PLATINUM AND 
GOLD MOUNTINGS 


K. ABRAHAM 
47th St. Diamond Center 
54 W. 47th St., NEW YORK 














114 


completed five years in the office. Others 
named at the annual meeting at the 
Hotel McAlpin, on Dec. 4, were: Row- 
land D. Goodman, Tappin’s, Inc., New- 
ark, first vice-president; B. H. Natchez, 
Finlay Straus, Inc., New York, second 


vice-president; Alvin R. Baer, New 
York, treasurer; William Van Busch, 


Busch Jewelry Co., New York, chairman, 
board of governors, and Leo D. Kind, 
Reid, Inc., Trenton; S. G. Greenberg, 
Royal Diamond & Watch Co., New York: 
Ktta Boord, Primo Outfitting Co., Ine., 
Brooklyn, and R. G. Rudolph, Rudolph 
Bros., Syracuse, governors. William 
Wagner continues as executive secretary. 
Eliot P. Hirshberg, Finlay Straus, Inc., 
was the first and only other president. 
The organization will hold its annual din- 
ner-dance, on Sunday, March 15, in the 
Grand Ballroom of the Waldorf-Astoria. 


Blood Donors Wanted 

q The jewelry trade has a chance to do 
a material service to its country, through 
a trade committee which has been organ- 
ived to seek donors for the blood bank 
of the American Red Cross. In this war, 
thanks to the advances of medical sci- 
ence, it is possible to keep vast supplies 
of blood on reserve for instant use, as 
emergencies arise. A newly-constituted 
committee for the jewelry trade, headed 
by Herbert L. Gardner, of L. & M. Kahn 
Co., 608 Fifth Ave., is urging that all 
those in the trade who are inclined to 
make blood offerings, contact one of the 
members, who will arrange an appoint- 
ment. Those in good health and _ be- 
tween the ages of 21 and 60, are invited 
to participate. Other members of the 
committee are: Jerry Agate, Tavannes 
Watch Co., co-chairman; Alfred M. 
Kahn, Barnett Robinson, Robinson & 
Sverdlik; Frank Demarest, Walter Eitel- 
bach, Henry L. Sperling, executive secre- 
tary of the Jewelry Crafts Association ; 
Harry B. Tagg, of J. W. Johnson Co.; 
Michael Fina, Kenneth I. Van Cott; 
Harvey Dinstman, I. D. Watch Case 
Co.; Lawrence B. Malawista, and Tobias 
Stern, Jacques. Kreisler Mfg. Corp. 

q Kornberg Bros. & Swaab, cutters of 
American-made diamonds, 74 W. 46th 
St., have recently added new machinery 
to facilitate the cutting of single cuts 
and melees. They now have one of the 
most modern plants of their kind in the 
trade. 


Federation Drive in Final Phase 

q.A call to “rally for Federation vic- 
tory” was issued to the Jewelry Division 
lately by Aaron Sverdlik, chairman of 
the Jewelry Division of the New York 
and Brooklyn Federations of Jewish 
Charities. Mr. Sverdlik’s announcement 
launched the final phase of the indus- 
try’s effort on behalf of the 1941 Fed- 
eration campaign, during which volun- 
teer workers will personally _ solicit 
members of the trade on behalf of the 
116 home charities affiliated with the 
two Federations. 

Leaders of the Jewelry Division who 
are enrolled with Mr. Sverdlik in the 
new Federation effort are: Alexander E. 
Arnstein, Benjamin Eichberg, Harry D. 
Henshel, Benjamin Lazrus, Isidore Lip- 
schutz, Milton Weill, Henry I. Jacob- 
son, Lazare Kaplan, Raymond Abra- 
hams, Lawrence B. Malawista, Stephen 
W. Hofman, Bernard Jolis, Warner 
Prins, Jack Podel, Morris Guilden, 
Norman M. Morris, Charles Barnett, 
William B. Ogush, Jacob H. Schaeffer, 
David Schapiro, Tobias Stern, Isidor 
Lassner, Leopold Nathan, Oscar Hey- 








man, Maurice Tishman, P. Irving Grin- 


berg, Leo Kobrin, Bernard Robinson, 
Harry Cohen and M. Fred Hirsh. 


G. H. Niemeyer Gets Fine Clock 
As Reward for Work on Tax 


A desire for a mahogany chime hall 
clock, of a certain type was recently 
realized by G. H. Niemeyer, president of 
Handy & Harman, Ine. early last 
month, when such a clock was delivered 
to his home as a gift from a group of 
prominent men from all branches of the 
jewelry trade, who had done honor to 
Mr. Niemeyer at a testimonial luncheon, 
held at the Waldorf-Astoria, in New 
York on Nov. 5. The luncheon and _ the 
clock were in appreciation of Mr. Nie- 
meyer’s leadership of the Jewelers’ Tax 
Committee. In expressing his apprecia- 
tion Mr. Niemeyer told Edward H. 
Krehbiel, general manager of Black, 
Starr & Gorham, and chairman of the 
luncheon, that the clock was one of the 
nicest things that has ever happened to 
him. 


C. J. Michaels Honored 
For Jewelry Tax Efforts 


More than 150 men of the trade gath- 
ered at the City Club of Hartford, Conn., 
on Nov. 30, to honor Charles J. Michaels, 
regional vice-president of ANRJA and 
successful jeweler of Hartford. ‘The 
testimonial was “in appreciation for his 
work in Washington during the tax 
legislation period and for his influence 
on regulating the standards of jewelers 
throughout the state,” and was spon- 
sored by the Connecticut R.J.A. Mr. 
Michaels was presented with a plaque. 

Among the speakers were: Attorney 
Max M. Savitt, Bernard Smith, Gruen 
Watch Co.; Thomas Stonehouse, Shaeffer 
Pen Co.; Lew Kane and Albert Hittner, 
Bulova Watch Co.; George Morrison and 
Craig Munson, International Silver Co. 
and Charles T. Evans, ANRJA_ exec- 
utive secretary. 


Winston Preparing New Quarters 


Harry Winston, Ince., importers and 
cutters of diamonds and other precious 
stones, after about eight years at their 
present address, 620 Fifth Ave., Rocke- 
feller Center, will occupy their own build- 
ing at 7 E. 51st St., which is being com- 
pletely renovated and modernized for 
occupancy about Jan. 31. While at the 
present time much of the diamond cut- 
ting of the firm is done in other shops, 
off the premises, all facilities will be 
under one roof at the new location and 
under the personal supervision of 
Harry Winston. Present plans include 
an expansion of the cutting department. 
This is the firm which bought two of the 
largest diamonds of recent times, the 
Jonker and the Vargas. It is expected 
that the polishing of the last few remain- 
ing unfinished stones, cut from the Var- 
gas, will be finished in about a month. 
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They’re in the Army Now 








q Sydney Lopatin, 26, who enlisted at 
the Philadelphia recruiting station, was 
accepted and was taken into U. S. Coast 
Guard Service, on Dec. 16. He was 
manager of the wholesale jewelry firm 
owned by his father, Alex, at 738 San- 
som St., Philadelphia. 


Dana Hardy, Battery 
A, l0lst Field Artil- 
lery, 26th Division, is 
doing his bit some- 
where in the Caro- 
linas. Dana is the son 
of Everett C. Hardy, 
manager of the jewel- 
try Department of D. 
C. Percival Co., whole- 
sale jewelers of Boston. 





q Charles O. Carroll, of Carroll’s Jewelry 
Co., at 323 Pike Street, Seattle, now 
wears the gold oak leaves of a major 
in the U. S. Army. Known as “Chuck” 
Carroll in his college football days at 
the University of Washington, Seattle, 
when he was all-American halfback in 
1928, Capt. Carroll of the Army Reserve 
was called into active duty last Spring 
and assigned to Ft. Lewis, near~ Ta- 
coma, Wash. Now he has received his 
promotion and will remain at Ft. Lewis 
as a full-fledger major. 





q The Richter Jewelry Co., Cincinnati 
jewelers, gave two of its salesmen to 
the Army, last month. They were John 
Abrams, an aviation cadet now located at 
Randolph Field, Texas, and Seymour 
Adler, now a lieutenant at Kelly Field, 
Texas. 

q Moses Nunnally, formerly with 
Schwarzschild Bros., of Richmond, Va., 
has been “caught in the draft” and now 
wears Uncle Sam’s livery at Camp Lee, 
near Petersburg, Va., which affords him 
much gratification, since it leaves him 
near home. 

q Lt. Mark Herschede, son of Lawrence 
B. Herschede, Cincinnati jewelry com- 
pany official, is at present on observation 
duty with the U. S. Army Signal Corps 
somewhere in England. He is a mem- 
ber of the Electronics Group studying 
national defense methods. 


q With the frightful situation in the 
Pacific, Sam L. Siegel, manager of the 
Samuel Co., Davenport, Ia., jeweler, and 
Mrs. Seigel, were somewhat concerned 
about the whereabouts of their son, Paul 





W. Siegel, who early last month was ex- | 
pected to embark on a transport for the | 


South Pacific, possibly the Philippines. 
Mr. Siegel resigned from the Lockheed- 
Vega Corp., where he was employed in 
the production planning department 
since his graduation a year ago last 
June from the University of Southern 
California, in order to join the Army 
in April. He is now a member of the 
54th U. S. Signal Division. 





Light-Fingered Men Pilfer Gems 
As Jeweler Waits on Accomplice 


F. F. Prichard, manager of Mace 
Jewelry store, Topeka, Kans., was serv- 
ing a well-dressed “customer,” at noon 
on Dee. 12, when two other men saun- 
tered into the store. Two salesmen were 
out to lunch, leaving Mr. Prichard alone. 
When the three men left the store, the 
store was short 15 diamond rings, a 
ruby ring, a zircon ring, an amethyst 
ring, a lady’s wrist watch and a man’s 
wrist watch. The jewelry, valued - at 
$2,899.50, was not insured, the manager 
reported. 

The rings and watches were lifted 
from display trays which had _ been 
brought out for the customer being 
waited on, Prichard explained. 


The Georgia Supreme Court recently 
refused a claim for a refund of a sub- 
stantial part of $2,775 paid as insurance 
premiums on a shipment of jewelry from 
Germany. ‘The shipment was valued at 
$68,035 but when the jewelry was ex- 
amined it was discovered that a neck- 
lace, supposedly of natural pearls and 
valued at $60,00 was actually of cultured 
pearls and worth only about $60. 
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Nebraska Wholesale Firm 
Celebrates 50th Anniversary 


A jewelry stock, consisting principally 
of Deuber Hampden watches and a line 
of watch chains, all of which could be 
contained in two telescope cases, was the 
beginning of the flourishing wholesale 
house of J. L. Teeters & Co., 121 N. 9th 
St., Lincoln, Nebr., which is preparing 
to celebrate its golden anniversary, this 
month. 

The firm was one of three which ema- 
nated from the Marquardt Jewelry Co., 
in 1892, when the firm moved to Chi- 
cago from Des Moines, to conduct solely 
a mail-order business. John L. Teeters, 
founder, who traveled for the Marquardt 
concern for four years, came to Lincoln 
in 1890, and after taking the Nebraska 
state examinations, was admitted to the 
bar and practiced law for a short time. 

Hugh B. Hallett, now president, 
started with the firm in 1897 as an of- 
fice boy. He served as traveling repre- 
sentative from 1900 to 1912. Herbert 
S. Knapp, vice-president and treasurer, 
joined the firm as stock manager in 1914, 
after several years’ experience in both 
the retail and wholesale ends of the 
jewelry trade. 

Messrs. Haliett and Knapp purchased 
the controlling interest in 1916 when Mr. 
Teeters retired. 


Odd Table Custom 


During the 1880s and 1890s, western 
hotels and rooming houses customarily 
arranged table silverware in standing 
form with the knife and spoon set in 
the fork tines. 
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“JADE” 
“The Gem Of Ages”’ 
We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 


you desire, please write us as we can 
fill your every requirement. 


CHINESE GEMS CO. 


20 West 47th St. New York 
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EXPERT HAIRSPRING VIBRATING 

Of all Precision, Normal, Abnormal, Flat, 

Breguet and non-magnetic Hairsprings. 
24 HOUR SERVICE 

A trial order will convince you of our 

Quality work. 


UPTOWN HAIRSPRING SERVICE 
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A LINE FOR JEWELERS 


500 pieces of handmade sterling silver. A particu- 
larly good item for this season of the year is our 
animal name pins for children. Twelve different 
animals with a child’s name pierced out of each. 
$9.00 per dozen. Send for a selection. Catalogue on 


request. 
LEONORE DOSKOW 
SILVERSMITH 49 West 27th St., N. Y. C. 
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q Charles Harrison has returned to his 
duties at the Bailey, Banks and Biddle 
store, following a serious appendectomy. 
The operation was performed on Nov. 11 
and Harrison was back behind his coun- 
ter on Dec. 8, feeling “close to par.” 

q Armand Jacoby has left Aisenstein 
and Gordon, wholesalers, to form a part- 
nership with Samuel Weiss in the whole- 
sale jewelry business. The new firm, 
known as Jacoby and Weiss, opened in 
room 103, 706 Sansom St., early in De- 
cember. 

4q Michael Orloff, vice-president of the 
Sansom Street Business Men’s Associa- 
tion, and Miriam Schwartz, an actress of 
New York City, announced their engage- 
ment on Dec. 6. Mr. Orloff said the 
nuptial ceremony will take place some- 
time early in January. 

q Due to night working hours in connec- 
tion with the Christmas rush of business, 
the Horological Guild of Philadelphia 
dispensed with meetings during Decem- 
ber. Regular activities of the group will 
be resumed on the second Tuesday in 
January, according to H. R. Pedrick, 
vice-president of the Horological Asso- 
ciation of Pennsylvania. 

q Special precautions are to be taken 
along “Diamond Row,” colloquial name 
for Philadelphia’s wholesale jewelry cen- 
ter, in the event of an air raid on the 





Quaker City. This was announced by 
William Pickens, president of the San- 
som Street Business Men’s Association. 
Pickens has taken the matter up with 
police authorities and was to report to 
the association’s board of directors at a 
pre-Christmas meeting. 

q Between September and October, em- 
ployment in Pennsylvania plants manu- 
facturing jewelry and novelties rose 1 
per cent, but payrolls and employee- 
hours dropped 3 and 2 per cent respec- 
tively, according to a survey made by 
the Federal Reserve Bank of Philadel- 
phia. Using the 1923-25 average as 100 
per cent, the employment index gained 
38 per cent over the same month of last 
year. Payrolls were 52 per cent higher. 
q Two employes were burned and eight 
others were driven to the street when a 
container of inflammable watch-cleaning 
fluid exploded mysteriously in the shop 
of the Walnut Watch and Jewelry Co., 
at 64 N. 13th St., Philadelphia, on the 
night of Dec. 12. The blast sprayed 
Chester Griffin, 45, a watchmaker, with 
the blazing fluid, setting his clothing 
afire. Wilfred Hennessey, 32, of Maple 
Shade, N. J., was burned on the hands 
as he beat out the flames in the clothing 
of Griffin, who was taken to Hahnemann 
Hospital for treatment. 


REMEMBER PEARL HARBOR! 





Three California Jewelers 
Arrested for Soliciting 
Business from Window-Shoppers 


Three Burbank, Cal., jewelers were 
arrested on Saturday night, Nov. 1, by 
city detectives, for violation of a city 
ordinance prohibiting “solicitation” of 
customers who may be window-shopping. 
The detectives, posing as prospective 
customers by standing in front of three 
jewelry stores allege they made the ar- 
rests after they were invited by the sales- 
men to “step inside.” 

Police Chief Adams said the arrests 
were ordered after a complaint of the 
asserted “unfair practice” was made by 
a group of merchants. The offending 
stores had been warned, he stated. 

The ordinance, adopted on March 25, 
1941, prohibits salesmen from approach- 
ing or soliciting prospective customers 
outside the place of business. 

A few days after the Burbank arrests 
a Los Angeles jewelry firm entered suit 
against Los Angeles city officials, attack- 
ing a similar ordinance because it “de- 
prives business houses the right to solicit 
patronage from the public.” The Appel- 
late Division of the Superior Court had 
previously sustained the ordinance. 


KEEP 'EM FLYING! 


Luminous Watch, Clock Dials 
Popular in Blackout Areas 


Attention has been focused on ra- 
dium-faced clocks and luminous watch 
dials by the blackouts which are becom- 
ing a regular part of life on the Pacific 
Coast. 


Canadian Trade Also in a ‘Pickle’ 


Dame fashion must take the rap as 
far as substances needed by Canada’s 
war industries are concerned. Metals 
Controller G. C. Bateman says unequiv- 
ocally that Canadians cannot have both 
gew-gaws and guns. Copper and brass, 
tin and plastics which are used in the 
manufacture of novelty jewelry are 
needed for war industries. 

Copper and brass have been rationed, 
tin is difficult to get and formaldehyde 
and zinc-oxide, necessary in the making 
of plastics, are being absorbed by muni- 
tions plants. 
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4 November payrolls in Rhode Island’s 
jewelry and silverware plants were off 
2.2 per cent from the October total but 
were 22.7 per cent higher than in 
November of last year, a survey by the 
Federal Reserve Bank of Boston re- 
veals. 

* q Carl Beresford, who has been elevated 
from the ranks to the position of sales 
manager of Webster Co., North Attle- 
boro, manufacturers of sterling dresser- 
ware, baby-ware and novelties, has re- 
cently moved his family and home to 
North Attleboro from  Hastings-on- 
Hudson where he has resided for a 
number of years. Mr. Beresford rounds 
out, in 1942, 25 years of experience in 
the sales division of this company. 

q U. S. war contracts in the form of 
badge orders were received by two 
jewelry firms in this area during De- 
cember. The Uncas Manufacturing Co., 
Providence, was awarded an army con- 
tract for 104,625 silver badges for 
“marksmen,” at 15 cents each or a total 
of $15,693.75. The Robbins Co., Attle- 
boro, was awarded an army contract 
for 88,650 silver badges for sharpshoot- 
ers at 16.5 cents each or a total of 
$14,627.25. 

q Continued operation of Vogue Manu- 
facturing Co., now in receivership, is 
assured as partners in the Providence 
jewelry firm have reached a settlement 
of their differences and prolonged liti- 
gation was ended in court. The re- 
ceiver, who will continue to manage the 
business for the present, expects to pay 
off in full all claims against the firm 
after the first of the year, it was indi- 
cated. 

By agreement of counsel, the court 
denied and dismissed the receiver’s peti- 
tion for permission to sell tangible as- 
sets and good will; allowed the receiv- 
er’s report; allowed a claim of S & S 
Manufacturing Co. for approximately 
$16,000 and denied and dismissed a peti- 
tion of Arthur A. Albanese with respect 
to a claim of $37,280. 


Rolled Gold Platers Frolic 


4A log cabin on a lake in the woods, 
the home of the Anawan Club, at Reho- 
both, Mass., provided an ideal setting 
for the annual Christmas party of the 
Rolled Gold Platers Association, last 
month. A delicious turkey dinner and 
liquid refreshments were enjoyed by 33 
members and their guests, following 
which poker and other diversions were 
the order. Pin seal billfolds were me- 
mentoes of the occasion. 

4 Providence jewelry stores conducted a 
rather vigorous advertising campaign 
during the Christmas period. In_ line 
with most other retail establishments a 
letdown in sales was felt immediately 
after war was declared by this country 
but in most cases a rebound was noted. 
Tue Jeweters’ Crrcutar-Krystone was 
told by some well posted officials in the 
trade that in many stores business was 
good but not up to expectations, which 
admittedly were quite high. There was 
some “buying up” noted. 


Every Man Must Show His Colors 


q Some new phase of the all-out war 
effort becomes apparent to the man on 
the street almost every day. Edmonds 
P. Lingham, New England advertising 
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representative of the Jeweters’ Crrcvu- 
LaR-Keystone, became very conscious 
of it recently when he received a letter 
from the advertising manager of a large 
New England manufacturing concern in 
the jewelry field, telling him that after 
Dec. 22 he would not be admitted to 
even the front office of the firm—with- 
out proper credentials. 

Because of the war materials con- 
tract being filled by the manufacturing 
concern, “Ed,” of old New England 
stock and as American in appearance as 
they come, henceforth must present his 
birth certificate, a U. S. passport, nat- 
uralization papers or a notarized af- 
fidavit whenever he wants to make a 
call on this concern. 

Firms, whose representatives in the 
course of their business have occasion to 
call at plants filling war orders, should 
anticipate this general condition by see- 
ing that their men are supplied with 
the proper credentials. 


James V. Toner, ex-Jewelry Man, 
Heads Boston Utility 


The biography of James V. Toner, the 
newly-elected president of the Boston 
Kdison Co., reads just like that of one 
of Horatio Alger’s most commendable 
heroes, and Mr. Toner’s many friends 
in the jewelry trade will agree that he 
won his way to the top by hard work. 

Mr. Toner, former head of the Saart 
Bros. Co., Attleboro manufacturers, is 
very well known to the New England 
jewelry manufacturing trade, having 
been elected to the presidency of the 
New England Manufacturing Jewelers 
& Silversmiths Association in 1932. He 
was a member of the NRA code author- 
ity for medium and low-priced jewelry. 

Third in a family of nine children 
Toner early learned the drudgery of 
farm life. His first job off the farm 
was at 16 when he joined the Payee & 
Baker jewelry establishment in North 
Attleboro where he worked 74 hours 
weekly at a wage of 1214 cents an hour. 
He earned his own way through North 
Attleboro H. S., LaSalle Academy and 
Holy Cross. He was always athletic 
and often competed with and against his 
boyhood friend, Congressman Joseph W. 
Martin. 

From Holy Cross he returned to La- 
Salle as a teacher and coach of baseball 
and football. In 1920 he enrolled at 
Boston University and with only a year’s 
instruction passed the state board exam 
as a certified public accountant. He 
opened a business but returned to Bos- 
ton University to lecture and subse- 
quently held a full professorship for 13 
years in accounting, finance, taxation 
and business management. 

He established the school of account- 
ing at the University of Porto Rico and 
returned to Massachusetts to take over 
the trusteeship of Saart Bros. Co. 


A gold watch with a diamond studded 
dial was presented to Rollin Turney, 
store manager, by the firm and em- 
ployes of the Weisser Jewelry & Opti- 
cal Co., Peoria, Ill., at a recent banquet 
in celebration of his 25th year with the 
store. 











BE SURE 

TO WRITE FOR 
YOUR FREE 
COPY OF 


“SUGGESTED 
REPAIR PRICES” 


Covering 


Watches, Clocks, Jewelry 
Optical Goods and 
Engraving 








A Tt on 
EWELER 
weelae oF. 


EIRE INSURANCE COMPANY 


JEWELERS INSURANCE BU 
WISCONS 


NEENAH, 
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q Lee Letwinger, with the sales force of 
the Elebash Jewery Co., Montgomery, 
Ala., recently received his diploma as a 
Registered Jeweler, A. G. S. 


| q The McEntyre Jewelry Co. store at 


Rutherford, N. C., was severely damaged 


| in a fire which swept the business sec- 











tion of that city early Tuesday morning, 
Dec. 9. 

q J. D. Fluker, with the Jewelers’ Sup- 
ply Company, Atlanta, has resigned to 
accept a position in the material depart- 
ment of Ewing Bros., Atlanta wholesale 
jewelers. 

q Asheville, N. C., as a resort city, is 
visited by many celebrities, but one of 
them brought particular pleasure to Lee 
Lachman, of the Jewel Box. This vis- 
itor was the playright Clifford Odets, 
who purchased a pocket watch from Mr. 
Lachman. 

q The Jewelers’ Supply Co. has doubled 
its floor space at 84 Peachtree St., At- 
lanta, and is completing a remodeling 
program which called for the removal 
of all partitions and complete redeco- 
rating of the enlarged premises. The 
firm now has 2,500 square feet of floor 


space. The firm, of which George R. 
Newton is proprietor, was established 
in 1919. 


q Thornton J. Manry, Registered 
Jeweler, A. G. S., of the Green Jewelry 
Co., in Kansas City, Mo., spent several 
days at the Gemological Institute, last 
month, working in the laboratory. He 
was particularly interested in diamond 
grading, and spent considerable time 
using the Diamolite under the direction 
of Robert M. Shipley and Richard Lid- 
dicoat, Jr. 

q Posing as a prosperous customer, a 
thief on Thursday, Nov. 13, got away 
with a $1,500 diamond ring from the 
Claude S. Bennett Jewelry Co., in At- 
lanta. The “customer” asked to look at 
some diamond rings, selected one worth 
$800, and gave the salesman a $20 bill 
as a “down payment.” When the sales- 
man went to the office to get a receipt, 
the “customer” vanished—and with him 
a ring worth $1,500, instead of the $800 
ring he was supposed to be purchasing. 
q Several Southern jewelers displayed 
real ingenuity in complying with the 
electric power “blackout” requirements 
and still managed to illuminate their 
windows. The regulations forbade any 
lighting except a bulb of low voltage in 
the vestibule. To get around the re- 
strietions Kingoff Bros., of Greenville, 
S. C., and M. B. Smith, of Charlotte, 
N. C., installed storage batteries to pro- 
vide power for general window display 
lights. Blackout restrictions were lifted 
Nov. 28. 

q A plea of the Kay Jewelry Co., of 
Chattanooga, Tenn., that another jewelry 
firm of the same city be restrained from 
the use of the name “Ray” to identify 
its firm, was recently denied. The Kay 
Co. insists that it has spent large sums 
advertising its name and that as a re- 
sult the new company gets some of the 
benefit of this advertising because pros- 
pective customers are mislead. A trial 
on this issue is expected to be held, with 
the Kay store seeking a permanent in- 
junction. 

q Rivoire & Son, jewelers, at 320 De- 
Siard St., Monroe, La., is now celebrat- 


The 


ing its 50th business anniversary. 
founder, S. J. Rivoire, born in France 79 
years ago, came to New Orleans at an 
early age. He was active until a few 
months ago when after-effects of an auto 
accident made him a semi-invalid. He 
still gets to the store occasionally. His 
son, U. V. Rivoire, was literally born 
in the jewelry business, having been 
born in the rear of his father’s jewelry 
store, where the family then resided. 
q Andrew Warner, who has been a well- 
known figure in the jewelry trade of 
Baltimore for many years, has gone into 
retirement and will spend the rest of his 
days taking it easy. Mr. Warner was 
the son of a jeweler, who conducted one 
of the best known stores of his time on 
Baltimore St. With the discontinuance 
of that firm he took a position with the 
Hennegen-Bates Co. He remained in 
this connection for 44 years, which 
brings the full length of his service back 
to his boyhood. Of spare figure, now 
bent with the weight of the years, he has 
a wide acquaintance, even outside of 
jewelry, and he was to be seen fre- 
quently on the streets, with the familiar 
pipe pendent from his lips. 

q As a result of heavy rains in North 
Georgia and Alabama and Eastern Ten- 
nessee, a “black-out” on electric signs 
and lighted window displays, which had 
been in force for the past month, was 
lifted by the OPM. The order permit- 
ting full use of electricity came on Sat- 
urday, Dec. 6, giving an extra ten days 
of display lighting before Christmas, the 
original plan having been to lift the 
restrictions on Dec. 15. The “power 
pool” which was placed in operation at 
the beginning of the critical period will 
remain in force for the time being, and, 
if the initial winter rains are not fol- 
lowed up, “black-out” restrictions may 
be enforced again. But at least it was 
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a “bright Christmas” for the retail 
jewelers in the Southeast. 

q Ferdinand Kohner, of the Baltimore 
wholesale firm of Max Kohner, who re- 
turned to the Monumental City after a 
year at Tucson, Ariz., where he had 
gone to find relief from a pernicious at- 
tack of asthma with some complications, 
thinking that perhaps he had conquered 
the malady and would be able to cope 
with the Baltimore climate, has found 
that he cannot resist its enervating ef- 
fects, and on Dec. 22, after a stay of 
several months, returned to the South- 
west, where a dry, and warm atmos- 
phere, together with the bracing alti- 
tude, has permitted him to live com- 
fortably. He expected on his departure 
to look around for some place which 
will keep him busy without a severe 
drain upon his vitality, and feels that 
he will have to make the Southwest his 
permanent home. 

q The Jewel Box stores at Johnson City 
and Kingsport, Tenn., and Bristol, Va., 
held their annual celebration attended 
by approximately 50 empoyes, at a ban- 
quet at the Hotel Bristol, Bristol, late 
in November. David B. Weinstein, man- 
ager of the Bristol establishment, acted 
as toastmaster and short talks were 
made by him, Manager Henry Lipman, 
of the Kingsport link, and Manager Joe 
Bernstein, of the Johnson City branch. 
The speakers emphasized the fact that 
the Jewel Box chain, one of the largest 
in the country, is experiencing the best 
Christmas season in its existence and is 
well prepared to take care of all the 
season’s demands. The chain embraces 
twenty links and observed the 19th year 
of its existence. Next year’s gathering 
is to be held at Kingsport, in November, 
in line with the policy of rotating these 
events. The dinner was -followed by a 
dance. 


Minimum Wage Applies to Novelties 


The manufacture of costume jewelry, 
costume novelties and ornaments made 
from any material come under the 40- 
cents-an-hour minimum wage order for 
the jewelry industry, General Philip. B. 
Fleming, Administrator of the Wage 
and Hour Division, U. S. Department 
of Labor, has announced. 

Section 607.5 of the order defines the 
industry to include among other pro- 
cesses: “The manufacturing, processing, 
or assembling, wholly or partially, from 
any material, of jewelry, commonly or 
commercially so known. Jewelry as 
used herein includes, without limitation, 
religious, school, college, and fraternal 
insignia articles of ornament or adorn- 
ment designed to be worn on apparel 
or carried on or about the person...” 
The manufacture of costume jewelry, 
costume novelties and ornaments made 
of all materials are therefore covered 
by the provisions of this wage order. 
The production of such articles is sub- 
ject to a minimum wage rate of 40 cents 
per hour, effective Nov. 3, 1941. 





Victory emblems are being made in 
silver and bronze by the South African 
Mint in Pretoria. The emblems are 
turned over to distributors, who sell 
them to the public at a uniform price. 
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Virginia Store Jimmied; 
240 Watches Stolen 


Professional burglars who jimmied the 
lock out of the front door of the Bowen 
Jewelry Co., | ynchburg, Va., and _ re- 
placed it with a new one so that a po 
liceman trying the door would find it 
locked and not become suspicious, stole 
240 watches, on Sunday evening, Dec. 7. 

The description of a man who was 
seen boldly leaving through the front 
door of the store, late at night, tallied 
with that of a man Charles W. Bowen, 
Jr., president of the firm, saw loitering 
in the store on two occasions. 

Serial numbers of the Elgin, Benrus, 
Bulova, Hamilton, Gruen, Longines, 
Banner and Bowen watches have been 
sent to police authorities throughout the 
country. ‘The loss is covered by insur- 
anee, 


St. Louis Horos to Hold Banquet 


Officers of the Greater St. Louis 
Horological Guild will be installed at a 
formal installation banquet in mid-Jan- 
uary, when the board of directors will 
be named. 

At its final meeting of 1941 an elec- 
tion resulted as follows: Walter Steph- 
enson, Hess-Culbertson Jewelry Co., 
president Harold Eaton, Selle Jewelry 
Co., vice-president; Russell Vance, sec- 
retary; Cecil O’Donnell, Vandervoort 
Department Store, financial secretary, 
and John Brent, sergeant-at-arms. Ray 
Gable, president for two terms, officiated 
at the election. 

The association also held an October 
masquerade party attended by about 
100. 


Ohio Jewelers Group 
To Mark Silver Anniversary 


The silver anniversary of the 24-Karat 
Club of Cleveland and Northern Ohio 
will be celebrated on Feb. 11, with a 
banquet in the Grand Ballroom of the 
Hotel Statler, Cleveland. A floor show 
will be a feature. 

Officers of the club are Lewis I. Ben- 
way, Basch’s Jewlers, president; H. 
Bruce McCague, Cowell & Hubbard Co., 
vice-president; Carenc A. Rock, Schrib- 
ner & Loehr Co., secretary; Samuel 
R. Zwee, Zwee & Burr Co., and Jacob 
Wattenmaker, managing director. 


Canada's Prices and Trade Board 
Names Directors for Jewelry 


Appointment of seven divisional di- 
rectors to assist Canada’s Jewelry Ad- 
ministrator, Herman Levy, of Hamilton, 
Ont., was announced Dec. 3 by the War- 
time Prices and Trade Board. The Di- 
visional directors are: Robert Amell, 
Toronto, gold jewelry; Robert E. Day, 
Toronto, watches; B. E. Ekblad, Toronto, 
gold-filled, sterling and novelty jewelry; 
S. Gross, Toronto, precious stones; S. 
Stilwell, Toronto, refining and precious 
metals; Alfred Guay, Montreal, novel- 
ties, and W. T. A. Walton, Hamilton, 
silverwares. All directors will serve 
without pay. 
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q Herman S. Rubin, manufacturers’ 
agent at 29 E. Madison St., and Mrs. 
Rubin, spent November and December 
in Miami. 

q Frank Brodsky, advertising manager 
of the Elgin National Watch Co., spent 
part of December in California, com- 
bining pleasure with business in con- 
nection with the Elgin radio advertising 
program. 

q The Newall Mfg. Co., jewelry findings 
and watch case materials, with head- 
quarters in Chicago and New York, 
held its annual meeting in Chicago re- 
cently and re-elected A. T. Wall, presi- 
dent; Frank M. Childs, treasurer and 
George W. Cureton, secretary-treasurer. 
q Thieves forced the front door of the 
Jack Wittgren & Co. jewelry store at 
544 E. 79th St., Chicago, on the night 
of Dec. 15, drilled open the safe and 
took diamonds, watches, jewelry and 
goods left by customers for repair. Mr. 
Wittgren estimates the loss at $35,000, 
with no insurance. 

qC. B. Rich, of C. B. Rich Co. and 
Central Dial Co., who recently concluded 
a contract with the Canadian Radium 
and Uranium Corp. for the exclusive dis- 
tribution of their products in central 
states of this country, spent ten days 
last month on a business trip to Tor- 
onto, Montreal, Quebec and other Can- 
adian cities. 

q John G. Leiner, vice-president and 
general manager of Benj. Allen & Co., 
was elected president of the Illinois 
Athletic Club at the annual election on 
Nov. 25. Mr. Leiner has been an active 
member of this organization for several 
years, serving as chairman of the Mem- 
bership and other important committees. 
His election as president is a fitting rec- 
ognition of his labors and genial per- 
sonality. 

q Secretary Orvill R. Hagans, of the 
United Horological Association of 
America, was the principal speaker at 
the meeting of the Chicago Horological 
Guild, on Nov. 26, at their headquarters 
in the Pittsfield Bldg. William H. 
Samelius, of the Elgin Watchmakers 
School, and B. W. Heald, secretary of 
the Wisconsin Watchmakers Association, 
also spoke on matters of interest. Mr. 
Hagan’s talk was on association mat- 
ters and at the conclusion of his talk 
President R. G. Selke presented the 
question of holding the national asso- 
ciation meeting in Chicago next May. 
Upon approval the board of directors 
were authorized to make local plans 
for the meeting. The facilities of the 
Morrison Hotel have been secured for 
the second week of May. 





C.J.A. Banquet to Have Patriotic Theme 


Believing that morale will be bolstered 
rather than impaired by holding its 66th 
anniversary banquet, as prepared by its 
Social Relations Committee before the 
outbreak of outright hostilities involving 
this country, the directors of the Chicago 
Jewelers’ Association have decided to 
proceed with plans for the banquet on 
Jan. 10, at the Hotel Stevens. The gov- 
ernment will benefit to the tune of be- 
tween $1,000 and $1,500 in taxes on the 
affair, for which more than a thousand 
invitations have been issued. A. fixed 





reserve, together with the surplus result- 
ing from the banquet, will be expended 
for some patriotic purpose, the nature 
of which will be revealed at the dinner. 
A victory and patriotic theme will pre- 
vail. The C.J.A. directors’ determina- 
tion to hold the event was strengthened 


by a telegram from the Canadian 
Jewelers Association, reading, “Cana- 
dian Jewelers have carried on all activi- 
ties since war began. In fact, war prob- 
lems necessitated closer cooperation in 
trade and we have found banquets stim- . 
ulate that spirit. We, who have been at 
war for over two years, feel now is the 
time to rub elbows and bend them.” 


George H. Edwards 


George H. Edwards, 82, Kansas City 
wholesaler, one of the founders and 
president of the National Wholesale 
Jewelers Association from 1911 to 1913, 
died Sunday morning, Dec. 28. Mr. EKd- 
wards was president of the Edwards- 
Ludwig-Fuller Co., Kansas City whole- 
sale house. 

Mr. Edwards entered the trade 63 
years ago with V. S. Cooper, retailer in 
Princeton, Ill. He later represented the 
William L. Gilbert Clock Co. in the Mid- 
dle West. In 1888 he joined the S. D. 
Mills Jewelry Co., manufacturing jewelry 
firm, which in 1912 became the Edwards- 
Ludwig-Fuller Co., at which time it be- 
gan wholesaling exclusively. Mr. Ed- 
wards was very active in civic life, hav- 
ing served on the Kansas City Council 
from 1906 to 1914, and as mayor from 
1916 to 1918. He was a member of the 
Missouri State Council of Defense dur- 
ing the first World War. 

His son, R. Dix Edwards, who joined 
the same firm in 1919, became vice-presi- 
dent in 1929, and general manager in 
1934, 


Louis P. Scoville 


Louis P. Scoville, 85, retired wholesale 
jeweler, died at the home of a son in St. 
Louis, on Dec. 21, from pneumonia. Mr. 
Scoville, who entered the wholesale 
trade in 1909, was president of the 
Samsco Mfg. & Mercantile Co., St. 
Louis, until his retirement in 1929. He 
was a classmate of Theodore Roosevelt 
at Harvard. 

BUY DEFENSE BONDS 





Chamois for Polishing 


Some of the finest chamois for polish- 
ing silverware and jewelry is had from 
England. For making it particular sheep 
skins of the best quality are selected. 
They’re put in iron vats and soaked 
with pure cod liver oil until they absorb 
all they can possibly hold, and then hung 
on racks to dry. Nothing but oil is in 
the fibre and the chamois polishes with- 
out scratching, streaking or smearing 
the smoothest surface. 

The chamois has been made the same 
way for 150 years and more, and the 
making of it will be continued un- 
changed unless, as a correspondent re- 
marks “a bomb is dropped and the tan- 
nery becomes just another crater.” 
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RECENT REMODELINGS AND REMOVALS 








King Jewelry Co., 248 W. Federal St., Youngstown, O. Modernized. 

Israel Binstock, 1711 Center Ave., Pittsburgh. Fluorescent lighting, alterations. 

Charles Seita, Leechburg, Pa. In new location. 

Herman L. Turk, 413 Butler St., Etna, Pittsburgh, Pa. Remodeled. 

Zabo Jewelry Co., Sharon, Pa. Remodeled recently. 

H. D. Thornton, Casa Grande, Ariz. In new location. 

Walter R. Thomas & Co., 2 Edgewood Ave., Atlanta, Ga. Modernized, doubled in size. 
Edenfield Jewelry Co., Starke, Fla. Modernized. William Edenfield, mgr. 

Rogers Jewelry Co., Council Bluffs, Ia. Modernized. David Fogel, mgr. 

Bernau Jewelry & Optical Co., 216 N. Elm St., Greensboro, N. C. Modernized. 

Kurt Iversen, Ft. Thomas, Ky. Remodeled. 

Adele M. Luckey, 733 Union Trust Bldg., Cincinnati, O. New fixtures, lighting. 

Albert J. Laumann, 2454 Gilbert Ave., Cincinnati, O. New fixtures, lighting. 

D. H. DeNardo & Co., Braddock, Pa. Modernized. 

A. Levy & Son, 101 E. Broughton St., Savannah, Ga. Remodeled, enlarged. 

Maier & Berkele, 111 Bull St., Savannah, Ga. Modern new location. Walter W. Metzger, mgr. 
Shaw Jewelry Co., 5th & Houston Sts., Fort Worth, Tex. Modern new store. Jack Blum, mgr. 
G. Wm. Cantwell Co., 9 N. Main St., Hutchinson, Kan. New front. 

A. Hirsch & Son, 246 Main St., Salinas, Cal. In new, larger location. Louis Hirsch, mer. 
Gerlach’s, Jewelers, 6915 Market St., Upper Darby, Pa. New location. 

Horwitz Jewelers, 508 Pierce St., Sioux City, Ia. Modernized throughout. 

Edward W. Crandall, Canisteo, N. Y. In larger quarters. 

Sheldon Jewelry Co., Mills St. & Mesa Ave., El Paso, Tex. Modernized, enlarged. 

Joyce Jewelry Co., 221 Dauphin St., Mobile, Ala. New location. B. D. Joyce, Jr. 
Stanley & Co., 21 E. Broughton St., Savannah, Ga. Modernized interior. 

Haupt Jewelry Store, 214 E. 3rd St., Bartlesville, Okla. Remodeled. Charles Haupt, prop. 
Michaels, Temple & Chapel Sts., New Haven, Conn. Modern new store. 

Robert R. Sourber, 30 W. Broad St., Tamaqua, Pa. New location. 

Pratt Jewelry Co., 216 W. Oak St., Palestine, Tex. New, larger quarters. Earl Belt, mgr. 
Kinton’s, 110 W. Main St., Durham, N. C. New location. R. M. Kinton, prop. 

Bell Jewelers, 108 E. Heron St., Aberdeen, Wash. Modernizing. 

John Furbach, 908 Polk St., Amarillo, Tex. New location. 

Mulford Jewelry Co., 26 S. Main St., Memphis, Tenn. New quarters after Jan. 1. 

Reed’s Credit Jewelers, Inc., 60 Broad St., Red Bank, N. J. New location. 

Blake & Ham Jewelry Store, Frankfort, Ind. Remodeled. 

S. Hartstein, Aliquippa, Pa. Remodeled. 

Kaniss Jewelry Co., 11 Florida Arcade, St. Petersburg, Fla. Enlarged. 

Louis Lenzer, 17 Pine 'Ave., Long Beach, Cal. Complete modernization. 

Floyd R. Ross, So. Ohio Bank Bldg., Cincinnati, O. Larger quarters. 

G. Wm. Cantwell Co., 9 N. Main St., Hutchinson, Kan. New front. 

Bernau Jewelry & Optical Co., 216 N. Elm St., Greensboro, N. C. New location. 
Berman’s Logan Jewelry Co., Logan, W. Va. Modernized. 

John Furbach, 908 Polk St., Amarillo, Tex. New location. 

E. L. Mitten, Hotel Burlington, Burlington, Ia. New Interior. 





NEW RETAIL ENTERPRISES 











Jay Jewelry Co., Tifton, Ga. L. F. James and I. J. Hancock, owners. 

Times Jewelers, 34 Mamaroneck Ave., White Plains, N. Y. Dr. Harry Zims, mgr. 
Bond Credit Jewelers, Dauphin & Joachim Sts., Mobile, ‘Ala. Milton S. Ash, mgr. 
Jack Wolf, 119 Houston St., Fort Worth, Tex. 

Pard & Miller, 116 Radcliffe St., Bristol, Pa. 

Colonial Jewelry Co., W. Main St., Westminster, Md. Benjamin Hurwitz, prop. 
F. Gerald New & Bro., 195 S. Harrison St., East Orange, N. J. 


Barney’s Quality Jewelers, Washington St. & Kentucky Ave., Indianapolis, Ind. Barney Blickman. 


Kings Jewelry Co., 207-A S. Main St., Fairburn, Ga. Mrs. Rosa Clein, mgr. 
Walter A. Wesley, 15 S. York Road, Hatboro, Pa. 

Nelson Jewelry Co., 139 N. San Fernando, Burbank, Cal. 

O’Neai Jewelers, 211 E. Main St., Pryor,. Okla. Frank Orebaugh, mer. 

Gordon’s, 1111 Noble St., Anniston, Ala. Mr. & Mrs. H. E. Gordon. 

Kent’s, 7th & G Sts.,; N.W., Washington, D. C. 

Rose Jewelry Co., 2nd Ave. & Grant St., Decatur, Ala. Fred Rose & Sidney Lebar, props. 
Littman’s, 110 Smith St., Perth Amboy, N. J. (Third unit.) Hyman Littman, prop. 
Sears Jewelry Store, 105 S. 18th St., Parsons, Kan. Earl Sears. 

Gem Credit Store, Inc., 4644 Main '‘Ave., Norwood, O. 

Shaw’s Jewelry Store, 510 Tuscarawas Ave. W., Barberton, O. A. B. Helper, mer. 
J. A. Peters, Las Tunas Drive, Temple City, Cal. 

Oscar Thomas, 5414 N. 3rd St., Easton, Pa. 

Skalley’s Jewelry Co., 1517 3rd Ave., Seattle, Wash. John Skalley, prop. 

E. W. Hofman, 486 University Ave., Palo Alto, Cal. 

Kirk’s Jewelry Store, 413 S. 2nd St., Clinton, Ia. Louis Nathan, mgr. 

Leslie R. Davis, N. Patterson St., Valdosta, Ga. 

Hayes Jewelers, Washington St., Walterboro, S. C. '!A. M. Harris, prop. 

Model Jewelry Shop, Dillon Bldg., Nashville, Tenn. P. N. Reale, mgr. 

Morays Jewelry, 110 W. Michigan Ave., Ypsilanti, Mich. Moray Kutzen, prop. 
Kortz-Lee Jewelry Co., 313 W. Northern, Pueblo, Colo. Eno Fraterelli, mgr. 

Atlas & Post, Inc., Oxford, Pa. 

Pailet & Penedo, Inc. (retail establishment), 152 Baronne St., New Orleans. 

Joseph L. Schwartz, 2 S. Broadway, Yonkers, N. Y. 

Beasley Jewelry, 105 Cash St., Iowa Park, Tex. W. J. Beasley, prop. 

Nat’s Credit Jewelers, 4 White St., Red Bank, N. J. Harold Lubitz, mer. 
Friedman Jewelry Co., Main St., Milan, Tenn. 

Kay’s Credit Jewelers, 114 S. Main St., Hope, Ark. Samuel Fine, mgr. 

Morris Square Deal Jeweler, 88 E. Main St., Norristown, Pa. New unit. J. E. Frayne, mgr. 
M. S. Morrow, 522 5th 'Ave., McKeesport, Pa. Second unit. 

Peacock’s, Inc., 116 E. Douglas Ave., Wichita, Kan. New unit. Joseph Kantor, mgr. 
John H. Peterson, 1890 Center St., West Roxbury, Mass. New unit. 

Ray Jewelers, Market & 8th Sts., Chattanooga, Tenn. Ray Barrett, prop. 

Reaves Jewelers, Greenville, Tenn. Miss Edith Reaves and Delno Diddle. 

Reed’s, Inc., 111 W. 2nd St., Kewanee, Ill. Ralph D. Orlander, mgr 

Sid Richmond, 6186 Ridge Ave., Roxborough, Pa. 

Rogers Jewelry Co., 17 Washington St., West Warwick, R. I. 

Rose Jewelry Co., 2nd Ave. & Grant St., Decatur, ‘Ala. 

Adolph Siegrist, 712 Main St., Vancouver, Wash. 

Sonne Bros., 20 S. Broad St.,. Norwich, N. Y. New unit. Ed Hotch, mer. 
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WANTED! 


DIAMONDS 
AND 
DIAMOND JEWELRY 


HIGHEST CASH PRICES PAID 








INQUIRIES INVITED 
WRITE! WIRE! PHONE! 


FOR REFERENCES CON- 
SULT THE JEWELERS 
BOARD OF TRADE OR 
YOUR LOCAL BANK. 











Nati 


@P 


M. Y. FINKELMAN 
—tppraisals 


Diamonds and Fine Jewelry 
29 East Madison Street 
CHICAGO 
Est. 1923 


SHIPMENTS WILL BE MADE ON A MEMORANDUM 
BASIS TO RESPONSIBLE JEWELERS 








© 


® 





From the 


PEARLS FIT FOR A QUEEN... 
South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 


Imperial Pearl Syndicate 
607 Fifth Ave. 
5 No. Wabash Ave. 


New York 
Chicago 











WANT ADS 


It pays to use Jewelers’ Circular- 
Keystone Classified Ads 














cme WATCH CO. 


S S.WABASH AVE. CHICAGO ILL. 








USED MOVEMENTS 


Good Condition 
Good Dials 






0-Size Elgin, Waltham 
73, $2.25 — 153, $3.25 
12 or 16 Size Hunting 
73, $2.00 — 153, $2.75 
12 Size Open Face 
73, $2.50 — 153, $3.50 





















16 Size Open Face 
74, $2.50 — 153, $4.00 
18 Size Htg. Elg., Wal. 

$ 15J 50 





6 Size Elg., Wal., Hts. 
75, $1.50 — 154, $2.00 
6% R 642 Oval 


ect. or 
63, $2.00 — 15), $2.50 
10% L6J. $1.00 153.$1 





USED WATCH 
MATERIALS 


1/2 


THE PRICE OF 
NEW MATERIALS 


Wheels, pinions, 

let forks, etc., 
‘or all watches. 
Send sample of 
what you want! All 
Guaranteed! Remit 
only if satisfactory. 





DOTVLVO 404 GNIS a” 
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GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 











Jewelry Repairing 
DIAMOND SETTING - ENGRAVING 
Strictly Trade Shop 


DOERNBERGER & MUCK 


406 Pittsburgh Life Bldg., Pittsburgh, Pa. 
AT.7848 - AT.4959. 


ven ‘ 
delephones 








LEON MILLER 


Outstanding Values in 


DIAMONDS 
MOUNTINGS 
403 Clark Bldg., Pittsburgh, Pa. 








HERBERT HAASE 
Wholesale 
DIAMONDS -MOUNTINGS-WEDDING RINGS 
LADIES & GENTS STONE RINGS 


404 Clark Building Pittsburgh, Pa. 
Phone ATlantic 2455 











HELM & HAHN CO. 





a “sive Kings 


a 
MANUFACTURERS BLDG. 
PITTSBURGH, PA. 
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| q Emil Freyer, president of the Samuel | 


Weinhaus Co., 808 Liberty Ave., Pitts- 
burgh wholesale jewelers, reported that 


| his firm enjoyed the largest holiday busi- 


ness in the last 12 years in spite of the 
scarcity of many lines of merchandise. 

q Emanuel Grafner, head of Grafner 
Bros., 818 Liberty Ave., wholesale jewel- 
ers, was confined to his home by illness 
for a few days just prior to Christmas. 
William Taft Grafner, his son, was home 
on a furlough for a few days early in 
December. “Billy” is attached to the 
Army Engineers stationed at Fort 
Meade, Baltimore. 

q Retail jewelers along Wood St., Pitts- 
burgh’s Maiden Lane, were doing a tre- 
mendous business in the higher price 
brackets up until the time Japan made 
the attack upon United States posses- 
sions. Just as soon as war was declared, 
sales of high priced merchandise were 
noticeably affected. The war scare and 
then war in reality, had little effect upon 
purchases of medium priced merchan- 
dise. Notwithstanding, 1941 will go 
down in history as one of the biggest 
years. 

q Scores of out-of-town jewelers from 
western Pennsylvania, eastern Ohio, 
northern West Virginia and western 
New York State were to be seen in the 
jewelry wholesale houses on Sundays just 
prior to Christmas. The consensus of 
opinion of the trade was that more out- 
of-town jewelers took occasion to come 
to Pittsburgh to buy merchandise this 
past season than at any other time. Pitts- 
burgh has some of the finest wholesale 
houses between New York and Chicago 
and this great industrial area is becom- 
ing more of a jewelry jobbing center all 
the time. 

q Pittsburgh retail and credit jewelers 
employed the largest volume of advertis- 
ing in the history of the trade just prior 
to the holiday season. A number of 
smaller firms, that had done little adver- 
tising in the past, used spot radio an- 
nouncements and “jingles” to good ad- 
vantage. These included such firms as 
Mallons and Cuda. The William J. Kap- 
pel Co. and Henry Wilkens Co., as usual, 
used the radio widely and to good ad- 
vantage. John M. Roberts & Son Co. 
used a large amount of newspaper space 
and featured the fact that the Roberts’ 
concern was the oldest retail jewelry 
house in Pittsburgh, having been founded 
in the days of the Conestoga wagons 109 
years ago. Their advertising carried 
some line sketches of the original place 
of business. The most effective adver- 
tising, from the standpoint of layout and 
quality, in the writer’s opinion, was that 
employed by the Hardy & Hayes Co. in 
the local newspapers. Items were plain- 
ly priced and advertising stated those 
prices included the tax. The artwork 
on these particular advertisements, in- 
volving large spaces, was outstanding. 
The William J. Kappel Co. as usual, put 
out a large mail-order catalog and Pugh 
Bros. used more newspaper space this 
year. The effect of all this advertising 
was very stimulating and no doubt the 
trade, ag a whole, enjoyed improved busi- 
ness because of these various types of 
promotion which were employed. 
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NEW YEAR’S 
GREETINGS 


THE 
SAMUEL 


WEINHAUS 


COMPANY 
800-808 LIBERTY AVE. 
PITTSBURGH 


PA. 











MANUFACTURING JEWELERS 
and 


DIAMOND SETTERS 
* 


BAUER & MUTSCHLER 


412 Clark Building Pittsburgh, Pa. 
Phone ATlantic 2336-7 














DICTIONARY OF GEMS 


Precious and Semi-Precious Stones 


by R. J. Rocers, F.G.A. 
Price $1.50 Postage Paid 


This book of all gems gives complete 
definitions of every stone used by 
jewelers from Achates (ancient 
name and origin of Agate) to Zircon 
and Zonochlorite with their specific 
gravity, chemical composition, crys- 
tallographic origin, hardness, refrac- 
tive index, etc. 


It is a valuable ready reference list 
for the retail jeweler, manufacturer, 
importer and lapidary. 


Cloth bound, 58 
inches. 


pages, 7 x 5% 
THE JEWELERS’ 
CIRCULAR-KEYSTONE 


100 E. 42nd St., New York, N. Y. 
56th & Chestnut Streets, Philadelphia, Pa. 











THE JEWELERS’ CIRCULAR-KEYSTONE 


















HALL BROS. & CO. 
Clark Bldg. Pittsburgh, Pa. 
Diamond Importers 
and Distributors for 
Granat Mfg. Co. | 
Stylists in 
Engagement and Wedding Rings 











Established 1907 


MARTIN GLUCK & SON 


(FRED GLUCK) 
Genuine factory watch materials 
“Supply Specialists” 
313-314 Clark Bldg., Pittsburgh, Pa. 








Established 1895 
THE W. J. JOHNSTON 
COMPANY 


WHOLESALE JEWELERS 
702 CLARK BUILDING 
PITTSBURGH, PA. 


SELLING AGENTS FOR 
ELGIN WATCHES 


Wm. E Jones Jake Hershey 
Wm. A. Jones 








GEMSTONES 
By G. F. HERBERT SMITH 


An interesting authoritative 
book for the study and de- 
termination of gems. Con- 
tains 443 pages, 42 plates, 
four of which are in color. 


Price $4.00 Postpaid 


The Jewelers’ Circular-Keystone 
Chestnut & 5éth Sts. 100 E. 42nd St. 
Philadelphia, Pa. New York City 
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Canadian Jewelry Makers 
Forbidden Use of Tin 


Restrictions on the use of metals un- 
der the wartime conservation program, 
announced by Hon. C. D. Howe, Minis- 
ter of Munitions and Supply, include 
prohibition of the use of virgin tin in 
Britannia metal. 

Mr. Howe, explaining phases of the 
pig tin industry, said Britannia metal 
contains more than 90 per cent tin and 
is used in making coffee pots, teapots, 
sugar bowls and “a host of silver-plated 
articles.’ Copper was an alternative 
base for silver planting but it also was 
subject to government regulations. 
_A telegram has been sent to distribu- 
tors and processors asking each com- 
pany to list the specific ways its tin sup- 
ply was used and average 1941 monthly 
consumption for each specific purpose. 


24-Karat Club to Make Gift 
To Charity at Banquet, Jan. 17 


Following the lead of jewelry associa- 
tions of England where it is felt that it 
is advisable to continue trade functions 
despite the war, as a means of cement- 


» * * * se | 
ing friendly relations and maintaining | 


trade unity, the 24-Karat Club of New 
York will hold its annual banquet, on 
Saturday, Jan. 17, at the Waldorf;As- 
toria. While the committee, which is 
again headed by G. H. Niemeyer, is 
Striving to make the event just as plea- 
surable as usual, it has decided to make 
a magnanimous contribution to a most 
worthy charity, using a fund which in 
previous years has been used to provide 
each guest with a costly souvenir. 

At the annual election, held on Nov. 
29, P. Irving Grinberg, 608 Fifth Ave., 


was advanced to the presidency, succeed- | 


P. IRVING 
GRINBERG 





ing Edward H. Krehbiel, of Black, Starr 
& Gorham, Inc.; Walter Eitelbach, 608 
Fifth Ave., was named vice-president; 
Lee Reichman, Reichman Bros., Ince., 
was reelected treasurer and Alan L. 
Brown, secretary. The new board of 
directors will be composed of G. H. 
Niemeyer, chairman, Mr. Krehbiel, 
Walter N. Kahn, Sigmund Cohn, Albert 
EK. Levy, Daniel Price, W. Waters 








Schwab, Otto D. Wormser, Mr. Eitel- 
bach, Mr. Grinberg, Mr. Reichman and | 
Mr. Brown. 

Mr. Grinberg has been in 
for a quarter of a century. He is pres- | 
ident of Pearl Associates, Secretary of | 
the Gem & Pearl Dealers Association. | 
He has been president of the Jewish 
Community Center in White Plains ever 
since its organization, 19 years ago. 


business 








DAVID WEIS « CO. 
DIAMONDS 


DISTRIBUTORS OF 


SWANK JEWELRY 


FOR MEN 
AND 


RONSON PRODUCTS 


1101 CLARK BUILDING. PITTSBURGH 





























DIAMOND SETTING 
JEWELRY REPAIRING 
SPECIAL ORDER WORK 


Prompt service and careful attention given to 


all orders. 
TRIANGLE 


JEWELRY MFG. CO. 
| 216 Clark Bidg., Pittsburgh, Pa. At. 7723 
















J. B. BERNSTEIN CO. 


Wholesale Jewelers 
SPECIALIZING IN 
DIAMONDS and MOUNTINGS 


ee 


502 Clark Bldg. 





Pittsburgh, Pa. 


































Pittsburgh 
Wholesalers 
and 
Manufacturers 
Can Fill 
Your Every 


Jewelry Need 





C. PROESSLER & SON 


JEWELERS 


STORE FIXTURES 
1221 PENNSYLVANIA AVE 
PITTSBURGH, PA. 
















KEYSTONE JEWELRY MANUFACTURING CO. 
WHOLESALE 
DIAMONDS - WATCHES 


PROMPT SERVICE ON 
SPECIAL ORDER WORK 


413 CLARK BLDG. PITTSBURGH, PA. 


JEWELRY 


















THE HOUSE OF 
SPECIAL ORDERS 


Platinum and Gold 





Prompt Service 


Designs on Request 


LITWIN and SONS 


114 W. Sixth St., Cincinnati, Ohio 
Phones Cherry 5770 & Ch. 5771 








KLEIN BROS. CO. 


617 Vine St. Cincinnati, O. 


Our salesmen are out with NEW FALL 
lines. Beautiful! Be sure and see. 


JEWELRY—Large Assortments 
Latest Styles 


DIAMOND RINGS—Popular Prices 


Newest Mountings 


KENWOOD WATCHES—Dependable 
Popular Prices 











Greenwold Grift Co. 


The House of Quality and Service 


18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


ELGINS @e HAMILTONS (Zones 7, 8) 


Lines of quality and style that give you pro- 
tected profit. You can recommend these lines 
to your customers with confidence. 








FOR PROMPT— 
DEPENDABLE SERVICE 
Send Us Your Orders for 


ELGIN—*HAMILTON 
#ZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 
DIAMONDS -: JEWELRY 
CLOCKS ; SILVERWARE 

“IF IT'S NEW WE HAVE IT" 


GERWE-FROHMAN CoO. 
CINCINNATI NEW ORLEANS 














MISS VANITY 
STREAMLINED DIAMOND RINGS 
For the Fall Bride. Most attractive. Mod- 

erately priced. 
Write for a Selection 
THE D. JACOBS SONS CO. 


811 Race St. Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 Years. 








WESTERN TRAY & CASE CO. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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¢ A window smasher at the Getz Jewelry 
Co., Walnut Hills, scooped up 21 wrist 
watches valued at a total of $500 and 
escaped before police arrived at the 
scene. 

q The Town Criers, popular club of Cin- 
cinnati jewelry salesmen, last month wel- 
comed two new members at its weekly 
meetings. They were Raymond Jock- 
ers of the M. & R. Jockers Co. and 
Thomas Bourne of the J. P. Knight Dia- 
mond Co. 

q Benjamin S. Katz, president of the 
Gruen Watch Co., reported last month 
that his firm had lost its first shipment of 
materials from a foreign country, with 
the torpedoing of the Corte Real, a Por- 
tuguese vessel bound from Oporto to 
New York. He said Gruen’s portion of 
the consignment was 19,634 watch move- 
ments. 

q Vincent Evers, salesman for the Vo- 
gelsang Jewelry Co., 200 E. 5th St., was 
named president of the Aeriole Flying 
Club, new Cincinnati organization. He 
was among the eight charter members 
of the club, with headquarters at Lunken 
Airport, where it maintains an Aeronca 
trainer, will be operated on a non-profit 
basis with members sharing in the cost 
and upkeep of the plane. 

q When two salesmen at the Richter 
Jewelry Co., 6th and Main Sts., trans- 
ferred their activities from the store to 
the Army within a period of several 
weeks, Charles E. Richter, proprietor, 
changed his policy of long-standing. He 
announced that hereafter he would hire 
feminine workers for his staff, succeed- 
ing the two departed men with young 
women. He also has hired young girls 
for the extra Christmas shopping rush. 

q Harry Greenwold, partner in the 
Greenwold-Grift Jewelry Co., 18 W. 7th 
St., and his wife, were among 15 Ohioans 
who during November contributed to- 
ward the support of children in Great 
Britain through the Foster Parents’ Plan 
for War Children which has its head- 
quarters in New York City. They re- 
ceived a photograph and case history of 
a child which was taken from a subway 
shelter and placed in one of the homes 
operated by the Plan. 

q Maurice Gerwe, official of the Gerwe- 
Frohman Co., was one of the leaders in 
an unsuccessful campaign to effect a 
post-season football game between Uni- 
versity of Cincinnati and Xavier Uni- 
versity, of this city, for the benefit of 
the USO. In a letter to a newspaper 
editor he promised to get 1000 signatures 
requesting the game. Before the drive 
got underway however, the University of 
Cincinnati board of directors announced 
that it “would not permit the contest.” 

q Ervin Harmon, salesman for Klein 
Bros. Jewelry Co., Enquirer Bldg., is 
awaiting word as to whether he will con- 
tinue his honeymoon with his bride, or 
will enter the armed forces of Uncle 
Sam. Since their marriage several weeks 
ago, Mrs. Harmon has been accompany- 
ing him on his sales circuit in the mid- 
Atlantic states, after his scheduled physi- 
cal examination date was set back to 
permit him to finish out the Christmas 
rush season. His bride, the former Miss 
Bernice Harmon, had the experience of 
being married without changing her sur- 
name, 





q Klein Bros., Inc., Enquirer Building, 
last month welcomed back Eugene A. 
Frommeyer, president, who six weeks ago 
narrowly escaped death in an automo- 
bile accident near Elizabethtown, Ky., 
while on a business trip. He was a pas- 
senger in one of three automobiles in- 
volved in the mishap, the car in which he 
was riding being struck head-on. Hip 
and knee injuries suffered kept the 
veteran jewelry firm official in the hos- 
pital for almost two weeks and confined 
to his home for a month. Taking ad- 
vantage of his father’s recovery, R. J. 
Frommeyer, treasurer of the company, 
left on a buying trip, visiting New York 
and Providence, R. I. 

q The thrills of her first airplane trip 
were experienced last month by Miss 
Frieda Wagner, buyer for the West End 
and Northside stores of the E. Wagner 
& Sons Jewelry Co. Because of the press 
of business and her haste to make a busi- 
ness trip to Chicago, Miss Wagner made 
the journey by air. Enthusiastic upon 
her return she was convinced that “it’s 
the only way to travel.” A different kind 
of thrill was experienced by Miss Lil- 
lian Meyer, clerk at the Northside store, 
who is still unable to determine whether 
she is angry or glad that she was unable 
to frustrate a robbery at the store. When 
a young man grabbed a watch from a 
display counter and began running to- 
ward the door, she snatched at his coat- 
tails but not in time. “I’m afraid I 
wouldn’t have known what to do if | 
had caught him,” she said afterward. 


Clock Firm Gets War-time Contract 


q One of the Cincinnati jewelry in- 
dustry’s firms taking a major part in the 
Government armament program is the 
Herschede Hall Clock Co., Walnut Hills. 
Last month it received a contract total- 
ing nearly one million dollars for the 
manufacture of observation instruments. 
Already the company is working on a 
previous Government defense award in 
addition to keeping up its non-war pro- 
duction. The latest contract, according 
to Walter J. Herschede, president, calls 
for manufacture of double telescope fire 
control instruments for anti-aircraft 
guns. 


Canadian Jewelry Sales Up 20% 


A notable increase in jewelry sales in 
Canada is reported in the Dominion 
Bureau of Statistics business summary 
for the month of October. Sales by 
jewelry stores throughout Canada in Oc- 
tober increased 20 per cent. over 
October, 1910. By provinces the in- 
creases were as follows: Maritime Prov- 
inces, 37.3 per cent; Quebec, 21.7 per 
cent Ontario, 21.8 per cent; Prairie 
Provinces, 14.2 per cent, and British 
Columbia, 7.4 per cent. 





Meets Former Ruler in America 


Hugo Klien, now an employee of a 
Knoxville jewelry store, was formerly a 
lieutenant in the army of Austria-Hun- 
gary, under Archduke Otto, former ruler 
of Austria. The presence of Archduke 
Otto in America and a visit to Tennessee 
which brought him through Knoxville 
made possible a meeting of the two 
at the railway station. 
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q W. P. Simmons has joined the sales 
force of Bigelow & Kennard Co. at their 
new Back Bay store. 

q Eugene Sanger, of Sanger & Co., is 
back on the job and his long absence 
was beneficial, for to all appearances 
he lingered close to the fountain of 
youth. 

q Howard Wright, at 373 Washington 
St., has all the dope on the ski trails 
of New Hampshire and Vermont, his 
friends in the trade keeping him posted 
on conditions. , 

q The annual stock taking vacation at 
Waltham Watch Co., which usually cov- 
ers the period from Dec. 24 to Jan. 2, 
will be only three working days, this 
year, Christmas, Friday, Dec. 26, and 
New Year’s day. 

q Boston’s all-time record for marriage 
license applications in a single year was 
broken Dec. 18, when the 11,174th couple 
to apply in 1941, stepped up to the reg- 
istrar’s counter at City Hall, breaking 
the mark of 11,173 established in 1917. 
q Watchmakers and jewelers who were 
formerly employed in the repair and 
adjusting department at Waltham, will 
recall the annual Christmas Party which 
has always been a gala event. The 1941 
party had some surprise features, ar- 
ranged by the committees headed by 
Mrs. Anna Sweeney and Elmer Nelson. 
Foreman Paul Everett, company offi- 
cials, the department’s employees and 
their wives and sweethearts, on Wednes- 
day, Dec. 17, left for a Christmas din- 
ner, at Crosti Grove, Ashland, Mass. 
Music and dancing were enjoyed. 

q Boston Jewelers Club members have 
always selected the busiest men in the 
trade for their officers and directors who 
make up the committees which make the 
various functions click. The annual 
dinner will be held Feb. 7, at the Copley 
Plaza. The official! family includes 
Messrs. Allan Davidson, Gus Sweetland 
and Sturgis Rice, directors recently 
elected. Sturgis Rice has been drafted 
by the entertainment committee. John 
Kennard, J. Gould Cook and Carl Law- 
ton, are all past masters at selecting 
talent and Messrs. Arthur Horne, .L. 
Blaine Libbey, Allan Davidson, Gus 
Sweetland and William Stone will look 
to the comforts of members and their 
guests. 

q The Waltham Watch bowling league 
picked team has for many years held 
closely fought matches with teams repre- 
senting the Boston jewelers league. The 
last contest covered a period of five 





years and was won by the watchmakers 
in the last string of the match. ‘The 
jewelers issued a challenge for a new 
series which was readily accepted by the 
watchmakers. President George Flet- 
cher, of the jewelers league and about 
65 loyal rooters were guests of the 
watchmakers early in December and 
after an excellent dinner and music, the 
match was on. The watchmakers won, 
by 48 pins, the first leg, and the jewelers 
will be the hosts at the next roll-off in 
Boston. 


$79,000 Bonus Given at Waltham 

q Waltham Watch Co., as a Christmas 
remembrance, gave each of its 2260 em- 
ployes a check for $10 and a $25 De- 
fense Bond. The management announced 
the combination of cash and a bond for 
every employe was decided upon in order 
to provide the workers with extra cash 
as well as to help finance the government 
war effort. 





Silver Sales Plan Banned by F.T.C. 


The Federal Trade Commission has 
ordered John Maricak, formerly trading 
as Continental Silver Co. of America, 921 
Charlevoix Bldg., Detroit, to discontinue 
unfair and deceptive acts and practices 
in the sale of a sales stimulator plan, in- 
cluding premium cards, advertising mat- 
ter, silverware or other merchandise, to 
retaii dealers. 

The Commission order directs the 
respondent to cease representing that he 
is a representative of or has any connec- 
tion with the manufacturer of Wm. A. 
Rogers silverware. 


Quebec Jewelers Buy Ambulance 


Contributed by jewelers throughout 
the province of Quebec, a check for 
$1,750 for the purchase of a Red Cross 
ambulance was presented to the Quebec 
Provincial Division of the Canadian Red 
Cross, on Noy. 1, at Red Cross House. 
Montreal. The presentation was made 
by M. Charbonneau, president of the 
Jewellers’ Red Cross Ambulance Fund. 
The brief ceremony was attended by 
members of the Quebec Jewellers Asso- 
ciation and representatives of the pro- 
fession in the province. These included 
Mr. Charbonneau, Irenee St. Jean and 
R. Gaulin, president and vice-president, 
respectively, of the jewelers’ association ; 
J. E. Corneillier, secretary; Thomas W. 
Wright, A. Miraglis, Barney Adler, 
John Bernard and W. A. Gervais. 








CONNECTICUT FIRM HOLDS 39th ANNUAL DINNER 


wv 


Veteran members of the jewelry firm of The Philip H. Stevens Co., of Hartford, Conn., were given 
places of honor at the 39th annual dinner. Seated at the table from left to right, are: Alfred Pierson, 
24 years with the firm as watchmaker; Frank H. Smith, 34 years in the jewelry department; A. L. Ter- 
williger, president; Philip H. Stevens, secretary-treasurer; Robert C. Terwilliger, assistant treasurer; 
John O'Donnell, store manager, and Andrew Padulo, 18 years in the shipping department. A Christ- 
mas bonus, in addition to the Spring bonus, for all of the 32 employees was announced at the dinner. 
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Where to Buy 
IMPORTED 
China and Glass 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 











MINTON 


English Bone China 
ADAMS CALYX WARE 
RIDGWAYS DINNERWARE 
T. WEBB & CORBETT ENGLISH CRYSTAL 
Meakin & Ridgway, Inc. 

129 Fifth Avenue, New York, N. Y. 











China FINL AND Cryst 


aq CERAMICS f/m 
aNp GLASS \ 
suom” CORPORATION 4 


FINLANDIA 








225 FIFTH AVE. NEW YORK CITY 








ROYAL DOULTON 
@nzglish Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 


IRISH BELLEEK 
The original production 


WM. S. PITCAIRN CORPORATION 
212 Fifth Ave. 





JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
ROYAL ALBERT CROWN CHINA, England 








PAUL A. STRAUB & CO., Ine. 
19 East 26 Street, New York 
Importers of 
China, Glass and Earthenware 


Dinnerware, Art Goods, Giftwares 
Murray Hill 3-5460 


New York, N. Y. 














EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 
ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 











JEWELRY, GEM CUTTING 
and METALCRAFT 
By W. T. Baxter 
Price $2.50 Postpaid 
Jewelers Circular-Keystone 











100 E. 42nd St., New York 





OBITUARIES ... 


Davin Epwarp Lumspen, 84, retired 
jeweler of Richmond, Va., died Nov. 19. 

Frep L. Gaines, 75, a jeweler in Green- 
field, Mass., for nearly 50 years, died 
recently. 

Frank Hetter, 82, retired jeweler of 
Alexandria, Ind., died in Los Angeles, 
on Nov. 28. 

Grorce J. Hermprock, 80, Ft. Mitchell, 
Ky., veteran watchmaker, died last 
month at his home. He had retired five 
years ago. 

J. E. Detsuer, jeweler at Bartow, Fla., 
died Nov. 29. He was active in the 
religious, civic and fraternal life of his 
community. 

Wirtram 3 J. Carmicuarr, 75, retail 
jeweler and optician in Rockmart, Ga., 
for 53 years, died on Nov. 29. He con- 
tinued to operate his store until he suf- 
fered a stroke of paralysis two weeks be- 
fore his death. 

NicHo.as Josep Perrers, 47, vice- 
president of the Brackin Jewelry & 
Optical Co., Inc., died suddenly on Nov. 
27, at his Savannah, Ga., home, just a 
few moments after he left a high school 
football game. 

Puuir G. Trasanp, 54, head of a 
jewelry manufacturing concern at 1033 
Chestnut St., Philadelphia, for 25 years, 
died Dec. 4, following a stroke. He is 
survived by his widow, Louise, who will 
continue the business. 

Joun F. Brena, 68, treasurer of Bieda 
Bros., Inc., Buffalo, N. Y., credit store, 
died on Nov. 24. Born in Germany, he 
came to this country in his thirties, and 
with his brother, Charles K. Bieda, 
opened the store in 1916. 

Herman H. Joserpn, 61, who was asso- 
ciated with his brother, Maurice Jo- 
seph, in a jewelry business in Commerce 
Title Bldg., Memphis, Tenn., died Nov. 
<0. In former years he operated in 
mercantile lines as a pharmacist. 

Cuartes W. Myers, 50, formerly a 
member of Joseph Myers Co., jewelers 
in Memphis, Tenn., died Dec. 7, from a 
heart attack in Los Angeles. He left 
Memphis 12 years ago for Los Angeles 


where he was in the jewelry trade. 


Cuirrorp E. Fuint, 57, retired Belle- 
vue, Ky., jeweler and watchmaker, died 
last month after a long illness. Retired 
for the past 10 years, he had learned the 
trade from his father, the late Edwin H. 
Flint who for many years had conducted 
a jewelry business in East End, Cincin- 
nati. 

Grorce H. Honeerinx, 58, who started 

as an office boy when he was 15 with the 
Queen City Silver Co. and worked his 
way up to manager, died on Dec. 4, af- 
ter completing 43 years of service with 
the concern. His death was unexpected, 
he having suffered a heart attack at his 
home. 
_ Asranam I. Porann, 69, proprietor of 
jewelry stores in Philadelphia and As- 
bury Park, N. J., died suddenly on Dec. 
3, at his Asbury Park home. Born in 
the Ukraine, Mr. Poland moved to Phila- 
delphia at the age of 14. He operated 
his Philadelphia store more than 50 
years. 

JosepH A. Pennreton, 66, who was 
connected with Perel & Lowenstein, 
Memphis jewelry firm, from 1917 until 
he retired a year ago, died on Nov. 19 
of a heart attack. 

Before coming to Memphis he had 
been jewelry salesman in Jackson, Tenn., 
fur Potter Bros., of Chicago. 





Aurrep J. Moss, 58, who for the past 
ten years represented the Samsan Co, 
and the Ross Jewelry Co., both of 
Providence, in Chicago, died in the Mid- 
west city, on Thanksgiving Day. Mr. 
Moss went to Chicago from Providence 
27 years ago to represent the J. J. 
White Co. He had previously been a 
sales representative for Ostby & Barton 
and was associated with the Lyon Mfg. 
Co. 

Henry [.. Greene, 50, manager of the 
Shaw Jewelry Co. store at Clovis, N. M., 
was killed in an automobile accident as 
he was returning to that place on Nov. 
27, after a three-day visit with a 
daughter at Fort Worth, Texas, where 
he had formerly been in the trade. He 
was employed by Haltom’s Jewelers for 
14 years and was manager of the Fair 
Store jewelry department in Fort Worth 
for ten years prior to joining the Shaw 
Jewelry Co., in Fort Worth. 

Gutpranp Anperson, said to be the 
nation’s oldest practicing watchmaker, 
died from a heart ailment, Nov. 20, on 
his 91st birthday. He founded the 
present firm of G. Anderson & Son, in 
1875, and worked at his bench until a 
few days before his death. In recent 
years he has been in partnership with his 
son, Herman. He learned his trade in 
his native country, Norway. After com- 
ing to the United States he worked 
several years at the Waltham watch 
factory in Waltham, Mass., then came 
to the Illinois Watch Co., in Springfield, 
Ill., as general manager and _ superin- 
tendent. ‘Three sons survive, Herman, 
who was associated with him, and 
Hjalmer and Hiram, who operate jew- 
elry stores in Fremont, Neb. 

Leonarp ‘Tatner, 45, well-known 
jeweler and civic leader of New Ro- 
chelle, N. Y., died suddenly early Sun- 
day morning, Nov. 30, at his home. He 
had risen early complaining of indiges- 
tion, and was found dead a few minutes 
later. Mr. Talner was a founder of the 
New Rochelle R. J. A. and at the time 
of his death was publicity director of 
the Westchester R. J. A. He had been 
in the jewelry business in New Rochelle 
for 22 years with his brother, Joseph. 
Mr. Talner served in the naval forces in 
the World War. He was a director of 
the Chamber of Commerce and the Prop- 
erty Owners Association. He had served 
as president of the Business Men’s Asso- 
ciation and Exchange Club and had been 
active in many other organizations and 
community enterprises. Hundreds of 
persons were unable to gain access to 
his funeral. 

Cart Logs, 64, one of the most popu- 
lar “boys” in the jewelry trade of Chi- 
cago, died suddenly late on the after- 
noon of Saturday, Nov. 29, while at his 
desk in the diamond room of Lossau & 
Kraemer in the Heyworth Bldg. Shortly 
before, as he passed from the vault to 
his room, he remarked to his associates 
that he felt very tired. Hearing an un- 
usual sound, both Lossau and Kraemer 
rushed to the room and found him pros- 
trate. A pulmotor squad was called 
but several hours of labor was in vain. 
He began his jewelry career in 1910 for 
Max Deutch Co., an eastern concern. 
He was with I. Schwartz Co., Chicago, 
from 1917 until the business was discon- 
tinued in 1936, when he joined Lossau & 
Kraemer and had been in charge of their 
diamond business for the past three 
years. Carl has traveled every state in 
the Middlewest and South and had a 
host of friends in the trade. 
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Byron L. Bogie, who died recently at 
White River Junction in Vermont, was 
a jeweler for 60 years. His son, E. Paul, 
was associated with him. 

Wizsert Peterson, 63, jeweler and 
optometrist of Plainview, Texas, died 
during his sleep early on Dec. 5. He 
was a veteran of the Spanish-American 
war. 

ABRAHAM Keer, 60, jeweler of Irwin, 
Pa., died the latter part of November 
from a heart attack. His son, Joseph, 
and daughter, Mildred, will continue the 
business. 

Ratew W. Parrerson, 51, secretary- 
treasurer of the Hofman-Green Jewelry 
Co., Springfield, Ohio, died Dec. 4, after 
a year’s illness. He was active in local 
musical circles. 

ArrHur B. Wetts, 78, a silverplater 
with the Philadelphia firm of Herman 
J. Wolf, died on Dec. 13 from injuries 
received when he was struck by an auto- 
mobile the night of Dec. 8. 

Rosert Kayne, 49, who operated a 
jewelry and electrical appliance busi- 
ness in Gloversville, N. Y., for the last 
17 years, died at his home in that city, 
Dec. 10, after a brief illness. 

Ina Cuartes Nye, prominent in New 
England retail jewelry circles and in 
late years with the J. A. Foster Co., 
of Providence, died at the wheel of his 
automobile, Nov. 22. Mr. Nye formerly 
was with Shreve, Crump & Low and 
Bigelow Kennard, both of Boston. 

Joun O. Winscue, 67, who as a jewelry 
designer with Tiffany & Co., designed 
the Cardinal’s ring which was given to 
the late Cardinal Hayes, died Dec. 11, 
at his home at Lake Ronkonkoma, L. I., 
N. Y. He was also employed by the 
Gorham Co., in New York. He was an 
artist and sculptor, having studied 
abroad. Z 

BensJAMIN OcusH, 53, since 1921 a 
partner in the New York jewelry manu- 
facturing firm of Katz & Ogush, Inc., 
died Saturday, Nov. 29, at Roosevelt 
Hospital, New York. Mr. Ogush, who 
had been in the industry all his life, was 
one of the most able and skilled men in 
the manufacturing phase of the jewelry 
industry. In addition to. his connection 
with Katz & Ogush, he headed and di- 
rected production of The Diamond Tool 
& Machine Mfg. Co., a firm at 401 Mul- 
berry St., Newark, N. J., which was re- 
cently created to handle war materials. 
He held the respect of his employes and 
many others now otherwise engaged in 
the industry, who learned the mechanics 
of the trade from him. He was a mem- 
ber of the Jewelry Crafts Association 
and the Association of Jewelry Manu- 
facturers of New York. 


BUY DEFENSE BONDS 


Bonus Changes With Living Costs 


Employees of Wm. E. Phillips Co.. 
Los Angeles retail jewelers, received a 
bonus in defense stamps, varying from 
month to month, in line with a plan 


which was inaugurated several months | 


ago to take care of the increased cost 
of living. The extra distribution which 
employees are to receive will be deter- 
mined monthly according to the varia- 
tion in the federal government’s cost 
of living index. 


KEEP ‘EM FLYING! 


The executive committee of the Mis- 
souri R.J.A. at a meeting on Nov. 30 
decided on Jefferson City as convention 
city for this year. 
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Boys on the Road 











q Harold Rosenberg, of I. Alberts Sons, 
wholesale jewelers of Boston, who covers 
northern New England, home for the 
holidays, smilingly admits, it’s true,—he’s 
a grandpa. 


Jules Hochman will 
have ten leisurely days 
in which to recover 
from the strenuous 
selling effort which 
won him the annual 
merit contest of Jac- 
ques Kreisler Mfg. Co. 
His reward is a 10- 
day trip to Bermuda, 
or any other spot of 
his choice. All of 
Kreisler's 15 salesmen 
took part in the con- 
test, which was based 
on service, loyalty, 
cooperation and sales 
figures. 





q Frank Newburger, D. F. Briggs Co. 
representative in Chicago, laid aside his 
business cares the last day of November 
and went to Florida where he expects to 
remain about two months before going 
to the factory to make ready his 1942 
line. 


nated general chair- 
man of the arrange- 
ments committee for 
the Bulova salesmen's 
annual dinner at the 
Deer Club and for the 
annual banquet given 
by the salesmen, in 
honor of President John 
H. Ballard. The latter 
as in former years, will 
take place on the 
Starlight Roof of the 
Hotel Waldorf-Astoria 
in New York City. 
Other Bulova sales 
representatives on the 
arrangements commit- 
tees are: Mortimer G. 
Evans, Norman Teguns, 
Henry H. Fried, Eman- 
uel Hochman, A. W. 
Racoosin and Henry P. 
Sengelmann. 


Barney J. Berks, Bul- 
ova's representative in 
Washington and Balti- 
more, has been desig- 


q Sol Arnow, who will begin to make the 
rounds as Wolfsheim & Sach’s new South- 
western representative, has been with 
the firm for 14 years, having joined in 
1928 as a lad of 14. He worked in the 
office until 1935 when he became a mem- 
ber of the sales force, covering New 
York City until the present time, ex- 
cept in 1939 when he showed the line 
of boxes and displays in Michigan, Wis- 
consin and Minnesota. His new terri- 
tory comprises Louisiana, Mississippi, 
Texas, Oklahoma and Arkansas. 

q Charles J. Dooley, with a successful 
record of 30 years in the china and 
glass industry, has been named sales 
representative of Castleton China, Inc., 
for its Middle West territory, beginning 
work Jan. 1. In 1910 he began his busi- 
ness career as a stock boy with Burley 


& Co., Chicago, rapidly rising to the 


position of assistant to the buyer. In 
1915 he became buyer of china, glass 
and gifts with the Cowell & Hubbard 
Co., of. Cleveland, O., which position he 
resigned to join Castleton China. Mr. 
Dooley played an important role in 
china merchandising by helping to es- 
tablish the popularity of the cream soup 
cup and stand, and was responsible for 
the development of the cream soup 
spoon now made by all silver manufac- 
turers. 


Landmark Clock to Become Guns 


One of Toronto’s landmarks disap- 
peared last month and in another form 
will shortly reappear to play a part in 
Canada’s war effort. It was the big 
bronze clock that for long years had 
stood at the Canadian National Rail- 
ways ticket office. Its four-sided metal 
frame contained more than a quarter of 
a ton of bronze. This has now been 
turned into war-time scrap and will be 
sent to the smelter to be cast into guns. 


REMEMBER PEARL HARBOR! 


















Where to Buy 
AMERICAN 
China and Glass 








“The House of Satisfied Customers’ 


Decorators of Fine Dinnerware. 
Service Plates. Satin, Gold anv 
Encrusted Specialties. 


ATLAS CHINA CO., INC. 


27 W. 20th Street, New York 
CHelsea 2-1522 











LENOX CHINA 
SERVICE PLATES 


So 


DINNERWARE 
NOVELTIES 
LENOX Made in America 
LENOX, INC. Trenton, N. J. 











“CARENADE” CRYSTAL 
Stemware, Bowls, Vases, Perfume Bottles, 
and Smoking Accessories 
Send for Illustrated Catalog 


ENRIGHT - LE CARBOULEC, INC. 


160 Fifth Ave. New York City 
CHelsea 2-5558 











HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 Sth Ave. 





OLD WATERFORD 











THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decorations Are Exclusive 
THEODORE HAVILAND CO., INC. 


26 W. 23rd ST. 1550 MERCHANDISE MART 
NEW YORKCITY CHICAGO, ILL. 














ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, President 


DE LUXE TABLEWARE 


for the 
FINE CHINA TRADE 


MADE INAMERICA * MADEOF AMERICA 
149 Fifth Ave., New York, N. Y. 
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new home. 


21 WEST 46TH STREET 





21 West 46th Street 
IS OUR NEW ADDRESS 


Modern and larger quarters provide greater facili- 
ties to render more efficient service. 


A cordial invitation is extended you to visit our 


KASTENHUBER « LEHRFELD 


NEW YORK, N. Y. 



















CAN'T KEEP UP SALE OF NEW 
WITH WATCH [ MexcHanpise| 


REPAIR WORK UP NEARLY 100% 


“Tt is amazing the way the public takes to the 
WatchMaster,” writes A. H. Woodle, jeweler in 
Greenwood, South Carolina. “I ran one ad- 
vertisement about it in a local paper and had 
to stop as it is impossible to keep up with the 
demand for watch repairing. 





“And the machine has caused an increase in 
the sale of new 


ee 
merchandise by Watches Master 
nearly 100%.” 








The WatchMaster gives you a printed 
record in 30 seconds showing 

24 hour rate of any watch and the 
cause of any irregularity. 


American Time Products 


580 Fifth Ave. Ine. New York, N. Y. 


Distributors of Western Electric W atch-rate Recorders 
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“THE PATHWAY TO SUCCESS” 






WATCHWORK STONE SETTING 
JEWELRY ENGRAVING 
BRADLEY POLYTECHNIC INSTITUTE 
SCHOOL OF HOROLOGY 


Peoria, Ill. 





Dept. C 





















ELECTRIC CLOCKS 


And All Delicate Precision Instruments 


Among the specialized precision instrument oil pro- 
duced by Nye is one created especially for electric 
clock mechanisms. Like all Nye Oils it is of con- 
trolled quality, viz., exact viscosity ; extremely low 
rate of oxidation; long life; adhering to the point 
of lubrication without spreading. For best results 
in lubricating electric clocks use the oil most manu- 
facturers Materials 
standard - supplier 
ize on. for Nye 
Ask your Oil. 
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Federal Testing of Timepieces 


An abridgment of Cireular C432 of the National Bureau of Standards* 


by R. E. Gould. issued August 14, 1941 


HE functions of the National Bureau of Standards 

include the testing and comparison with standards, 
of various kinds of measuring apparatus, and the certifi- 
cation of the accuracy of such instruments. Included in 
such measuring apparatus are timepieces of various 
kinds, such as pocket watches, wrist watches, stop 
watches, chronometers, clocks, and chronographs. 

In deciding upon the forms of tests to be given, the 
Bureau has had in mind chiefly the value of the test io 
the users of timepieces. It is well known that all time- 
pieces vary somewhat from correct time. The most 
careful adjustment can not entirely eliminate this varia- 
tion. For example, the isochronism, or the uniformity 
of rate as the watch runs down, is dependent upon the 
poise of the balance, and, consequently, a watch carefully 
adjusted to give a perfect isochronal rate in one position 
may have a variable rate when changed to another 
position. 

No standard has been established for the performance 
of wrist watches. In ordinary use these watches are sub- 
jected to shocks and sudden changes of position which 
may affect their performance and cause the rate to 
change from day to day. Also, the wide variety of sizes 
and shapes makes it impracticable to establish satisfac- 
tory performance standards that will be generally ap- 
plicable. Special tests are usually arranged when in- 
formation regarding the performance of these watches 
is desired. 

Variations 50 per cent greater than the tolerances for 
the business-precision test should probably not be re- 
garded as excessive for a fairly high-grade wrist watch. 
Very small or very low priced wrist watches should not 
be expected to keep accurate time. 


DEFINITIONS 

Correction.—In the rating of a timepiece, the “cor- 
rection” is the amount of time to be added algebraically 
to the reading of the instrument to give the correct time. 
As most timepieces in common use indicate mean solar 
time, the corrections are always such as to give the cor- 
rect mean solar time. If a watch is slow, its correction 
is plus, and, if fast, its correction is minus. 

Daily rate—The “daily rate,” or more simply the 
“rate,” is the amount of time gained or lost in 24 hours. 
It is found by subtracting the correction at the begin- 
ning of the 24-hour period from the correction at the end 





_ *The complete booklet is obtainable for 15 cents, from Super- 
intendent of Documents, Washington, D. C. 
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of that period. If this difference is negative, a gaining 
rate is indicated, and if positive, a losing rate. 

Signs.—In the National Bureau of Standards and 
other national testing laboratories it is customary to re- 
gard a gaining timepiece as having a minus (—) rate, 
and a losing timepiece as having a plus (+) rate. It is 
understood, however, that in American factories the op- 
posite practice is generally followed; that is, a gaining 
timepiece is regarded as having a plus rate, and a losing 
timepiece as having a minus rate. 

Difference in rate per degree change in temperature.— 
In determining the “difference in rate per degree change 
in temperature,” the rate at the lower temperature is 
subtracted from that at the higher temperature, and the 
result is divided by the difference in temperatures. The 
meaning of the signs obtained is the same as for daily 
rate. 


CHARACTER OF TESTS OF TIMEPIECES 

The testing of timepieces consists of the determination 
of their daily rates under the various conditions for 
which they are adjusted. From the results several criteria 
are computed to determine whether the performance is 
such as might reasonably be expected from a properly 
adjusted timepiece. The daily rates are obtained by 
comparing the indication of the timepiece under test with 
that of the standard clock. In making a comparison the 
daily readings are recorded on a chronograph, which also 
records time through the electric seconds contact of the 
Bureau’s mean time clock, by tapping a telegraph key 
when the second hand of the timepiece reaches a given 
point of the dial. It is easily possible in this way to 
obtain the correction each day to within 0.1 second. As 
the readings are made at the same point on the dial each 
day, the effect of any error in graduation of the dial or 
eccentricity of the position of the hand is avoided. Fur- 
thermore, the comparisons being made at the same time 
each day, within a few minutes, the daily rate is obtained 
at once without further correction, other than possible 
small variations in the standard, which is checked daily. 
The timepieces are wound each day just before they are 
read, so that isochronal variations are not introduced into 
the daily readings. 


POSITION TEST 

The better grades of watches are usually adjusted for 
three or five positions, to isochronism, and for tempera- 
ture variations. While some watches, mostly of foreign 
make, are adjusted for two, four, or six positions, the 
three- and five-position watches are much more common. 
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voluntary 
pay-roll 
allotment | 
plan | helps defend America today 


helps workers provide for the future 


helps build future buying power 





This is no charity plea. It is a sound business proposition that 
vitally concerns the present and future welfare of your company, 
your employees, and yourself. 

During the post-war period of readjustment, you may be faced 
with the unpleasant necessity of turning employees out into a 
confused and cheerless world. But you, as an employer, can do 
something now to help shape the destinies of your people. 
Scores of business heads have adopted the Voluntary Pay-roll 
Allotment Plan as a simple and easy way for every worker in 
the land to start a systematic and continuous Defense Bond 
savings program. 


Many benefits . . . present and future. 1 is 
more than a sensible step toward reducing the ranks of the 
post-war needy. It will help spread financial participation in 
National Defense among all of America’s wage earners. 

The widespread use of this plan will materially retard infla- 
tion. It will “store” part of our pyramiding national income 
that would otherwise be spent as fast as it’s earned, increasing 
the demand for our diminishing supply of consumer goods. 


And don’t overlook the immediate benefit . . . money for 
defense materials, quickly, continuously, willingly. 


Let’s do it the American way! America’s talent for 
working out emergency problems, democratically, is being 
tested today. As always, we will work it out, without pressure 
or coercion ... in that old American way; each businessman 
strengthening his own house; not waiting for his neighbor to do 
it. That custom has, throughout history, enabled America to 
get things done of its own free will. 


In emergencies, America doesn’t do things 
*‘hit-or-miss.’’ | We would get there eventually if we 
just left it to everybody’s whim to buy Defense Bonds when they 
thought of it. But we’re a nation of businessmen who under- 
stand that the way to get a thing done is to systematize the oper- 
ation. That is why so many employers are getting back of this 
Voluntary Savings Plan. 

Like most efficient systems, it is amazingly simple. All you 
have to do is offer your employées the convenience of having 
a fixed sum allotted, from each pay envelope, to the purchase of 
Defense Bonds. The employer holds these funds in a separate 
bank account, and delivers a Bond to the employee each time 
his allotments accumulate to a sufficient amount. 

Each employee who chooses to start this savings plan decides 
for himself the denomination of the Bonds to be purchased and 
the amount to be allotted from his wages each pay day. 
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How big does a company have to be? From 
three employees on up. Size has nothing to do with it. It works 
equally well in stores, schools, publishing houses, factories, or 
banks. This whole idea of pay-roll allotment has been evolved 
by businessmen in cooperation with the Treasury Department. 
Each organization adopts its own simple, efficient application 
of the idea in accordance with the needs of its own set-up 


No chore at all. The system is so simple that A. T. & T. 
uses exactly the same easy card system that is being used by 
hundreds of companies having fewer than 25 employees! It is 
simple enough to be handled by a check-mark on a card each 
pay day. 


Plenty of help available. Although this is your plan 
when you put it into. effect, the Treasury Department is ready 
and willing to give you all kinds of help. Local civilian com- 
mittees in 48 States are set up to have experienced men work 
with you just as much as you want them to, and no more. 

Truly, about all you have to do is to indicate your willingness 
to get your organization started. We will supply most of the 
necessary material, and no end of help. 


The first step is to take a closer look. Sending in 
the coupon in no way obligates you to install the Plan. It will 
simply give you a chance to scrutinize the available material and 
see what other companies are already doing. It will bring you 
samples of literature explaining the benefits to employees and 
describing the various denominations of Defense Savings Bonds 
that can be purchased through the Plan. 


Sending the coupon does nothing more than signify that you 
are anxious to do something to help keep your people off relief 
when defense production sloughs off; something to enable all 
wage earners to participate in financing Defense; something to 
provide tomorrow’s buying power for your prod- 
ucts; something to get money right now for guns 
and tanks and planes and ships. 

France left it to “hit-or-miss” . . . and missed. 
Now is the time for you to act! Mail the coupon 
or write Treasury Department, Section A, 709 
Twelfth St. NW., Washington, D. C. 





Treasury Department, Section A, 
709 Twelfth St. NW., Washington, D. C. 











Please seud me the free kit of material being used by 
companies that have installed the Voluntary Defense 
Savings Pay-Roll Allotment Plan. 


Name 





Position 





Company 








Address 
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Accordingly, two classes of tests have been adopted, one 
for the five-position and the other for the three-position 
watch. The five positions for which watches are gen- 
erally adjusted are (a) vertical, pendant-up; (6) verti- 
cal, pendant-right; (c) vertical, pendant-left; (d) hori- 
zontal, dial-up; and (e) horizontal, dial-down. In the 
three-position, adjusted watches, the pendant-right and 
pendant-left positions are usually omitted. 

The test for position adjustment consists of running 
the watch for several days in each of the three or the 
five positions. The test is conducted under temperature 
conditions as constant as possible in order to eliminate 
from this test any irregularities due to temperature varia- 
tions. The rates are taken for several days in each posi- 
tion to ascertain the degree of uniformity of rate on suc- 
cessive days. In the class A and the class B tests, 
described later, special emphasis is placed upon this 
uniformity of rate. 

It has been found by tests that most watches have a 
progressive change in rate, usually a slowing up. It is 
desirable to eliminate the effect of this progressive change 
in rate as much as possible in determining the true pre- 
cision of the position adjustment. This is done in the 
class A and class B tests by repeating the series of posi- 
tion tests in reverse order. The mean of the two sets of 
rates for each position is taken as the mean rate for that 
position. The difference between the mean rates of the 
two periods in the same position gives the progressive 
change in rate for the time between the two periods. 

The accuracy of the position adjustment is judged 
primarily by the deviations of each of the mean rates for 
the various positions from the average of these mean 
rates. Certain tolerances are allowed for the maximum 
difference in rate for any two positions, and also for the 
differences between the mean rates of the more important 
positions—vertical, pendant-up; horizontal, dial-up; and 
horizontal, dial-down. 


TEMPERATURE TEST 


In the tests for temperature adjustment the timepieces 
are usually run for several days at each of three tempera- 
tures approximating 5 deg., 20 deg., and 35 deg. C (41 
deg., 68 deg., and 95 deg.). The tests are conducted in 
cabinets in which the temperature is maintained con- 
stant by thermostatic control. In all cases where a time- 
piece is tested at more than one temperature, an inter- 
mediate day is allowed after each temperature change 
to permit the instrument to adjust itself to the new 
temperature. 

In interpreting the results of the test for temperature 
compensation, consideration must be given to the type of 
balance wheel and hairspring used in the watch. With 
the ordinary bimetallic (brass and steel) cut balance 
wheel and steel hairspring, it is practically impossible to 
reduce the variation of rate with temperature to a linear 
function, and at the same time keep the change of rate 
small. The variations that take place usually follow ap- 
proximately the form of a parabola, and the adjustment 
of the timepiece is so made as to bring the point of great- 
est gaining rate as near as possible to the temperature at 
which the timepiece is ordinarily used and to make the 
-tates at the high and low temperatures approximately 
equal. Consequently, with a given balance wheel and 
hairspring, practically all that can be done is to make the 
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rate at the high temperature (35 deg. C) equal to the 
rate at the low temperature (5 deg. C), and to let the 
rate at the medium temperature (20 deg. C) be what it 
may. The adjuster, therefore, is chiefly interested in 
the difference between the rates at the high and low tem- 





Two types of balance wheels. An elinvar hairspring is used with 
the uncut wheel and a steel hairspring with the cut wheel 


peratures, and in the general slope and flatness of the 
curve, while the user is concerned in knowing what the 
rate of the watch is at the various temperatures. 

The use in recent years of a monometallic uncut bal- 
ance wheel with a hairspring made of elinvar or a similar 
nickel-steel material has had the effect of causing the 
variations of rate with temperature to follow very nearly 
a straight line, the slope of which indicates the degree of 
temperature compensation. 


ISOCHRONISM TEST 

Isochronism, or the uniformity of rate as the watch 
runs down, is determined from readings taken every hour 
or two during the first 36 hours after winding, the time- 
piece being wound only at the beginning of the test. 

Watches are tested for isochronism in the horizontal, 
dial-up position because in this position the poise of the 
balance wheel and side friction on the pivots have prac- 
tically no effect, and a close approach to true isochronism 
may be obtained. The isochronism test for chronemeters 
is also conducted with the instrument in the horizontal 
position, which is the normal operating position for this 
type of timepiece. 

Although a fair isochronism adjustment can be ex- 
pected only for the first 24 hours, the test is continued 
for the longer period to show more clearly the changes 
in rate that may occur after 24 hours. Any attempt to 
secure isochronism for more than 24 hours usually results 
in the sacrificing of isochronism for the first part of the 
run. (To be continued next month) 
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ATCH COLLECTING—Is there any place in 

New York where a collector of old watches could 
go to find bargains in such things? I have been visiting 
pawnshops in some cities, but usually there are so few 
offered in each place, I mean of really interesting speci- 
mens, that it wastes much time. I have visited very big 
markets of used articles in European cities, where so 
much can be seen gathered in one place; but not being 
able to travel abroad now, it occurred to me to ask if 
there are any such markets here. (Question No. 5379.) 


O. L. 


Answer—The largest market dealing in used watches, 
jewelry, and similar goods, in the United States, is on 
several blocks on The Bowery, New York City, running 
northward from Chatham Square, and on some streets 
intersecting the Bowery in that neighborhood. There 
you will find many large ground-floor rooms, mostly 
called “Jewelry Exchanges,’ in each of which there are 
a great number of booths, each devoted to some par- 
ticular class of second-hand merchandise in the watch 
and jewelry lines. You could go there and take a walk 
through some of the Exchanges, and see what is offered. 
You would no doubt soon see, among the many dealers, 
some that have the class of watches you are interested 
in; there are among these dealers some who specialize in 
the rarer specimens; and you can find about anything 
you desire, by taking time and asking questions. We 
need hardly say that the more skill you have in “‘bar- 
gaining,” the better will be the values obtained for your 


money. 


REMONT WATCH—One of our customers asked 

us to give him some information about an heirloom 
watch he has, engraved “Tremont Watch Co., Boston.” 
Can you give us any history on this? (Question No. 
5880.) B. B. Co. 


Answer—The Tremont Watch Co. was organized in 
1864, by Aaron Dennison, who founded the present Wal- 
tham Watch ‘Co., and was its superintendent until 1862. 
The Tremont Watch Co. turned out watches of which 
some parts were made in this country and others im- 
ported from Switzerland. The company was in business 
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for nearly two years; in 1866 it sold out to the Melrose 
Watch Co., Melrose, Mass., which failed in 1868. Aaron 
Dennison moved to England, where he died in 1895. 


ILLAR PINS—Should pillar pins for clock plates 
be bent at their ends around the top of the pillar. 
after pushing them in? (Question No. 5381.) C. O. M. 


Answer—No; there is no good reason for doing this, 
on a properly fitted tapered pin, and it would only make 
extra needless work, when the pins have to be removed, 
to unbend them. 


ANTERN PINIONS—I think I have detected what 
makes trouble in timing a clock which has lanterr 
pinions ; the fit of the brass discs of the third pinion is 
not perfectly tight. How should this be tightened? 
(Question No. 5382.) M. L. 


Answer—Mark the exact position of both discs on 
the arbor. Remove them, and after coating the arbor 
with a thin layer of solder (half-and-half tin and lead), 
and polishing bright the insides of the holes in the discs, 
replace them and reheat to sweat them to the arbor. 


IPE BAND—Please give me formula for the best 
cement for fastening a silver band on stem of a briar 


pipe. (Question No. 5383.) B. D. 


Answer—After making sure that the band fits with 
a very little play or freedom on the pipe, spread on the 
wood a coating of cement made by mixing plaster of 
Paris with ordinary mucilage to the consistency of thick 
cream. This will set quickly, so everything should be 
made to fit before applying any cement. 


RAWING WIRE—Have been trying to use an old 

steel drawplate for getting small pieces of gold 
wire to special thicknesses for repair work. The gold 
sometimes comes out with rough surface, or slight 
grooves in places. Can this be prevented any way? 
(Question No. 5384.) A. E. 


Answer—It is important to lubricate the gold being 


THE JEWELERS’ CIRCULAR-KEYSTONE 




















drawn into wire, when using steel drawplates, to prevent 
adhesion of gold to the holes in the plates, which is what 
causes the roughness on the surface of the wire. Some 
jewelers use oil for this; but we believe better results 
are obtained with beeswax. Dip the gold after warming 
it, in melted beeswax. Occasionally wash drawplates in 
kerosene; and keep them covered and clean when not 
in use. 


ANDBLASTING STONE RINGS—How can soft 
semi-precious stones be protected when sandblasting 
a ring already set? (Question No. 5385.) I. R. 


Answer—Dip tissue paper in a rather thin solution 
of shellac in alcohol; wrap the stone with several thick- 
nesses of this paper; allow it a few minutes to dry, 
before proceeding with the sand-blasting. 


EMPER COLORS—What temper of mainsprings 
is the best, purple, blue or brown? (Question No. 
5386.) F. K. 


Answer—While all these temper-colors are seen on 
mainsprings in the market, all of them are really of the 
actual hardness indicated by the blue color of tempered 
steel. If they are purple or brown, these springs during 
manufacture were first tempered blue; then whitened 
with acid; finally reheated to the other color, for appear- 
ance’ sake, just as cloth is dyed various colors, to please 
the tastes of different purchases. Since the original blue 
temper is less hard than the other colors mentioned, the 
re-heating has no effect upon the actual hardness of the 
springs. 





ATCH HALL-MARKS—Explain all about the 

different kinds of marks stamped in cases on old 
watches, the stamps you tell age of a watch by. (Ques- 
tion No. 5387.) O. L. T. 


Answer—The marks are “hall-marks,” stamped by 
government assay offices in some countries (never in the 
U.S.A.) to prove to purchasers the quality of gold or 
silver in articles sold. Originally the stamping authori- 
ties were the craft guilds, the testing being done in the 
“hall” or office of a guild, hence “hall-marks.” It is only 
incidentally that the marks can be used to tell age of a 
piece of goods; they are, especially in England, arranged 
in sets, each for a specific year; but this was not so much 
for determining age as for purposes of record-keeping 
and to make counterfeiting more difficult. Printed tables 
of hall-marks can be had in books obtainable from jewel- 
ers’ supply dealers, or from the Book Department, Jew- 
ELERS’ CircULAR-KEYSTONE. 


RINDING GRAVERS—Do you recommend for 

grinding gravers, the soft Arkansas oilstone, or 
one made of carborundum, like I saw here in a hardware 
store, which they say carpenters prefer for sharpening 
chisels? (Question No. 5388.) G. G. 


Answer—Neither of the stones you mention is best 
for rough-grinding gravers prior to sharpening. A bet- 
ter stone for this is “India” oilstone, of medium grain, 
because this keeps its shape under long use, whereas the 
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other materials are so soft that they soon wear into 
“gutters” if used for narrow tools like gravers, although 
they do not do this with broader tools like chisels. For 
the final sharpening, hard Arkansas stone is best; it pro- 
duces the keenest edge, and does not wear easily. 


APER PINS—Is there any trick in making taper 
pins for single-roller guard pins, so they won't 
loosen? (Question No. 5389.) O. R. 


Answer—The trouble of guard pins (or regulator 
pins, or hairspring pins) becoming loose in time, is usu- 
ally caused by filing the pins not exactly round. If 
when filing a pin it is kept turning all the time while 
the file is cutting—not allowed to stop except when the 
file stops, to reverse the pin’s motion—it ‘is not difficult 
to produce pins that are truly round. Also the groove 
in the filing block should have a vertical front “wall,” 
to keep the pin from crawling upward during filing. 


OUNT-WHEEL MECHANISM — How could I 

cure the catching and sometimes bouncing of the 
flat wire that goes down in notches on wheel in strike 
of an old American clock with brass works? (Question 
No. 5390.) L. R. . 


Answer—We assume that the clock is: one that has 
the “count-wheel” type of mechanism governing the 
number of strokes for each hour. Probably what is 
wrong is that the flattened part of the wire arm that 
enters the notches on the count-wheel, is bent toward 
right or left so that it occasionally catches on a corner 
of the notch. It is important that this part of the lever- 
arm be bent so that as it enters the notch it points 
directly toward the center of the wheel. In other words, 
it should stand at a radius to the wheel, as it enters the 
notch. Then it will safely clear the corner of the notch 
in entering and leaving it. 


| gamers SCRATCHES—What can cause ugly 
scratches when I try to polish the tops of gold watch 
train wheels? I use a boxwood lap with No. 3 diaman- 
tine. Is anything else better? (Question No. 5391.) 
R. H. C. 


Answer—tThe cause of scratches in polishing this 
kind of work is more likely to be unseen particles of for- 
eign matter in the abrasive used, or embedded in the 
lap, than due to the type of equipment or material used. 
Our first suggestion is to reface the surface of your box- 
wood lap to bring it to a fresh clean surface. This can 
be done with a fine-cut file, cleaned first and washed in 
gasoline or alcohol; or with any form of sharp-edged 
steel scraper. If the surface of your lap is deeply pit- 
ted or embedded with any foreign matter, it may pay 
better to start with a new end-grain boxwood block, and 
then take care of this; wrap it in clean paper and keep 
it in a tight box, between usings. Use diamantine from 
a freshly-opened bottle. The wheel had better be shel- 
lacked to a brass block to hold it flat against the lap, 
with a depression on top for the finger-tip, for propel- 
ling the work on the lap. Another good kind of lap is 
of block tin, using diamantine or rouge, or both mixed, 
with oil, to an exceedingly thick paste. 
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Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional word 5c. a 
word. 


Heavy type, $3.00 for first 25 
words. Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month, 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations. 
send duplicates. 


To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 








Situations Wanted 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 








BOOKKEEPER, typist, complete charge; 
many years jewelry experience. Address 








“K., 1306,” care Jewelers’ Circular- 
Keystone. 

STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished: no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 

TF YOU ARE IN NEED of a _ watch- 
maker, jeweler or optician, write to 


Henry Paulson & Co., 37 So. Wabash 


Ave., Chicago, Ill. 





WATCHMAKER, high grade, honest, de- 
sires part time work, local or out of 
town; watches or clocks. Scherb, 727 
Cornelia, Chicago, Ill. 





COMBINATION watchmaker and optome- 
trist, Texas only, desires change; 15 
years’ experience. Address “T., 1235,” 
eare Jewelers’ Circular-Keystone. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 30 years’ experi- 
ence; best references. Address “H., 
1304,” care Jewelers’ Circular-Keystone. 





MANAGER, A-1 salesman, 15 years’ ex- 
perience in the credit jewelry business; 
capable taking complete charge; excel- 
lent reference. Address “K., 1259,’ care 
Jewelers’ Circular-Keystone. 





MAKE THIS YEAR your best through a 
recognized individual, equipped to op- 
_ erate successfully, a better class in- 
stallment jewelry store. Address “P., 
1264,” care Jewelers’ Circular-Keystone. 


MASTER SALESMAN on diamonds und 


watches; open tor position in large 
store conducted by reputable better 
class credit jewelers. Address “D., 


1299,” care Jewelers’ Circular-Keystone. 





A-1 WATCHMAKER, very close timing 
and position adjusting; jewelry repair- 
ing, ring sizing; desires to make cha.ige 
in January; Chicago preferred. Address 
“L., 1260,” care Jewelers’ Circular-Key- 
stone. 





SAMPLE and model maker of rings, 
mountings and wedding rings, for cast- 
ing or tool work, desires New York 





City position; city references. Address 
“P., 1128," care Jewelers’ Circular- 
Keystone. 

SALESMAN, experienced, seeks connec- 


tion with manufacturing house to call 
on the jobbing, department store trade ; 





New York City and vicinity. Address 
“N., 1286,” care Jewelers’ Circular- 
Ixeystone. 

GOOD watch repair estimator, retail 


salesman, and can do watch repairing, 
seeking a position with a reliable firm; 


New York City and vicinity. Address 
“W., 1270,” care Jewelers’ Circular- 
Keystone. 





SWISS WATCHMAKER, thoroughly ex- 
perienced on wrist chronographs and 
on all makes complicated watches; 
young man, neat, good personality. Ad- 
dress “B., 1309,” care Jewelers’ Circu- 
lar-Keystone. 





RETAIL jewelry store salesman wishes 
position in cash or credit store; ex- 
perienced; available January 1, prefer- 
ably New York or New Jersey. Ad- 
dress “O., 1225,” care Jewelers’ Circu- 
lar-Keystone. 





CALIFORNIA location sought by retail 
credit jewelry salesman of genuine 
managerial ability; high salaried man 
assuring highest possible results. Ad; 
dress “N., 1262,” care Jewelers’ Circu- 
lar-Keystone. 





HIGH TYPE man for diamond section of 
recognized store; capable creating, 
maintaining highest possible install- 
ment sales; large city preferred. Ad- 
dress “Y., 1296,” care Jewelers’ Circu- 
lar-Keystone. 





CLOCK REPAIRER, thoroughly experi- 
enced, all types of foreign and Ameri- 
can spring and weight driven clocks: 
will go anywhere; wages secondary. 
George C. Schlicke, 452 Clinton Ave., 
Albany, N. Y. 





YOUNG MAN, 29, 12 years’ knowledge 
of extensive handling of office records, 
installment field diversified; conscien- 
tious; can furnish excellent references. 
Address “E., 1247,” care Jewelers’ Cir- 
cular-Keystone. 








AVAILABLE APRIL; one of America’s 
finest diamond jewelry salesmen; for 
prominent store merchandising only 
the highest type installment manner. 
Address “O., 1263,” care Jewelers’ Cir- 
cular-Keystone. 





BOOKKEEPER, typist full charge; 10 
years’ experience in jewelry line with 
manufacturing and jobbing; reliable, 
accurate and alert; excellent references. 
Address “G., 1255,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG MAN thorough experience in 
order department and buying, desires 
position with wholesale jewelry or 
watch concern; excellent references. 
Address “H., 1257,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN having’ long acquaintance 
with department store buyers, retail 
jewelers, Middle West territory, would 
like to connect with a manufacturer. 
Address “Reliable 1256,” care Jewelers’ 
Circular-Keystone. : 





YOUNG LADY, many years’ experience 
manufacturer fine diamond jewelry; 
can take complete charge office and 
factory; stenographer and _ assistant 
bookkeeper. Ethel Furman, 10 W. 65th 
St., New York City. 








, of watchmak- 
ing, desires experience with New York 
concern; also desires to learn selling; 


YOUNG MAN, knowledge 


small salary; ambitious, 
able. Address “F., 1279,” 
ers’ Circular-Keystone. 


neat, person- 
care Jewel- 





A-1 WATCHMAKER with practical store, 
factory and import experience; work- 
manship and personality that will. win 
contidence; full charge only; no-trade 
shops. Address “G., 1303,” care Jewel- 
ers’ Circular-Keystone. 


~~ 





OHIO central or north, watchmaker de- 
sires permanent position; excelleat ref- 
ferences ; now empioyed ; Gentile, 
married, age 28; state salary and op- 
portunities. Address ‘“V., 1269,” care 
Jewelers’ Circular-Keystone. 





SALESMAN, competent, thoroughly ex- 
perienced in high type retail jewelry 
store; now employed, desires change ; 
steady, ambitious, capable in_ store 
management. Address ‘“H., 1280,” care 
Jewelers’ Circular-Keystone. 





TRAVELING SALESMAN, very highly 
regarded ; good following retail jewelry 


stores; manufacturer’s or importer’s 
line, jewelry or watches; commission 
or salary. Address “C., 1241,” care 


Jewelers’ Circular-Keystone. 





STORE MANAGER; large volume in- 
stallment; sterling character; enviable 
experience; minimum salary first year, 
$5,200; highest unsolicited reference ; 
location immaterial. Address “F., 1302,” 
care Jewelers’ Circular-Keystone. 





WATCHMAKER, manager front man, de- 
sires connection with good firm; high 
class man with best references; salary 
$60; married; age 40; permanent; 
South preferred. Address ‘“C., 1298,” 
care Jewelers’ Circular-Keystone. 





EXPERT jeweler-setter, wishes perma- 
nent connection with high class con- 


cern; experienced designing, manufac- 
turing, special orders, etc.; best char- 
acter, ability references. Address “E., 


1300,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, _ salesman, engraver; 
absolutely competent; accustomed 
meeting high class trade; over 10 years 
on job, wishes to make change; $65 
week: West preferred. Address “D., 
1252,”’ care Jewelers’ Circular-Keystone. 





ADVERTISING manager for jewelry 
chain; ambitious, promotional minded; 
several years’ experience as assistant; 


creative layouts, selling copy; reason- 
able starting salary. Address “E., 
1211," care Jewelers’ Circular-Key- 
stone. 





CAPABLE WOMAN, many years’ ex- 
perience wholesale jewelry; take 
charge office and inside selling; 
conscientious, dependable; unques- 
tionable references. Address “A., 
1272,”’ care Jewelers’ Circular-Key- 
stone. 





WATCHMAKER, first class, desires posi- 


tion with reliable firm; age 40, 
married; 20 years’ experience; best 
references; South or South West pre- 


ferred; permanent; state salary. Ad- 
dress “B., 1297,” care Jewelers’ Circu- 
lar-Keystone. 





FAST, skillful workman, small and com- 
plicated watch and wrist chronographs ; 
wages, $60 week; first bench, take in 
repairs: age 40; no drinker, family; 
good reference from present employer. 
Address “N., 1172,” care Jewelers’ Cir- 
cular-Keystone. 


CAPABLE Swiss and American watch- 
maker with more than 20 years’ expe- 
rience desires making change; can as- 
sume charge repair department or 
benchwork only; good references. Ad- 
dress “H., 1321,” care Jewelers’ Cir- 
cular-Keystone. 


PACIFIC COAST, established trade; 
want substantial main line; must have 
possibilities of eight to ten thousand 
yearly earnings; if you can deliver, I 
can produce mutually satisfactory re- 
sults. Address “A., 1316,’ care Jewel- 
ers’ Circular-Keystone. 
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SITUATIONS WANTED—Continued 








LIRST CLASS watchmaker, excellent 
salesman, age 36; family; no undesir- 
able habits; excellent references; 13 
years with present employer; February 
1; permanent; South or Pacific Coast: 
wages $60 weekly. Address “A.,” 510 
Sycamore, Waterloo, lowa. 





SALESMAN, young man, = acquainted 
wholesale and jobbing trade, New York 
City; thorough knowledge manufactur- 
ing, seeks connection reputable ring 
manufacturing house; willing invest 
small capital, Address “M., 1285,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, highly trained and ef- 
ficient, fast and accurate; thoroughly 
experienced front man, estimator, sales- 
man; married; Protestant; excellent 
appearance and personality; first class 
store only. Address “S., 1266,’ care 
Jewelers’ Circular-Keystone. 





FIRST CLASS jeweler, repairer and dia- 
mond setter; desirous of steady posi- 
tion with reliable firm, preferably in 


store on the West Coast; A-1 refer- 
ence; over 20 years’ experience; em- 
ployed at present. .Address “V., 1236,” 


care Jewelers’ Circular-Keystone. 





CERTIFIED watchmaker, jeweler, stone 
setter and plain engraver, with sales 
and managing ability, desires a change; 
age 30 years; married; Protestant; 
Bradley trained; 10 years’ experience; 
West preferred. Address “S., 1232,” 
care Jewelers’ Circular-Keystone. 


JEWELER and diamond setter, long ex- 
perience, knowledge all types of work, 
seeks permanent connection with high 
grade concern, store or trade shop; 
location no object; employed at pres- 
ent; available February 1. Address “D., 
1244,” care Jewelers’ Circular-Keystone. 








YOUNG LADY, full charge bookkeeper, 
many years’ experience in every branch 





of jewelry industry (manufacturing, 
wholesale and retail) capable selling. 
credits, perpetual inventory, special 
orders; excellent references. Address 
“H., 1198,” care Jéwelers’ Circular- 
Keystone. 

WATCH REPAIR estimator, excellent 


second watchmaker, salesman, capable 
of taking charge of repair department; 
neat appearance, dependable, reliable; 
now employed, wishes to change; 16 


years’ experience; references. Address 
“F., 1254,” care Jewelers’ Circular- 
Keystone. 





JEWELRY SALESMAN, also combina- 
tion engraver, diamond setter and 
jeweler, 21 years’ experience; regis- 
tered | jeweler and junior gemologist 
American Gem Society; now employed, 


in fine store; desires change. Address 
“K., 1281,” care Jewelers’ Cirewar- 
Keystone. 





WIRST CLASS watchmaker desires posi- 
tion with a firm where close timing and 
production is required on baguettes, 
Swiss complicated and railroad watches; 
25 years’ experience, foreign and Amer- 
lean; recommendations furnished. Ad- 
dress ‘“J., 1305,” care Jewelers’ Circu- 
lar-Keystone. 





YOUNG LADY of good _ appearance, 
nicely spoken; position of trust: last 
Position manager of watch repair and 
jewelry house: natronized by hich class 
people; knowledge of business from all 
its branches; travel South or where 
even climate. Address “C., 1206,” care 
Jewelers’ Circular-Keystone. 





MANAGER, long chain store experience, 
high calibre man, real executive ability, 
qualified and capable taking full charge 
of sales, credits, collections, advertis- 
ing, promotions, window display and 
merchandising ;: knowledge every phase 
of business, now in Ohio; go anywhere 


SALES representative, road and_ city, 
present position (eastern territory) 
jeopardized by priorities; experienced 


Metropolitan, New England, South and 


West; knowledge of most phases of 
jewelry business; substantial record ; 
good acquaintance wholesalers, retail- 


ers and gift shops; age 40, single; car. 
Address “L., 1308,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER ; 


thoroughly competent, 
fast workman all kinds watches, ring 
sizing, some engraving; would not 
butcher a watch on a bet; want perma- 
nent, well paying position in Florida; 
Gentile; 49, bondable, no bad habits; 
good estimator, fair salesman; have 
own tools and material; member Amer- 
ican Legion and A. F. & A. M. Address 
Box 171, St. Cloud, Fla. 





WATCHMAKER, since 1925; experienced, 


one Swiss factory, one American fac- 
tory, three years’ leading store; watch 
repairing, ring sizing, selling; permanent 
position head watchmaker large repair 
department or manager of small store, 
Teastern Pennsylvania or Carolinas; age 
35; salary, $50 to $60 weekly; am well 
qualified and properly vouched for. For- 
rest DeMont, Chester, S. C. 





CREDIT 


STORE manager, Gentile, age 
43, man of proven ability; finest ref- 
erences, good appearance; 20 years’ ex- 
perience as credit store manager; with 
present firm over 15 years as man- 
ager and buyer, interested in making 
connections with progressive concern ; 
prefer Pacific Coast, Southern or Mid- 
western States. Address “R., 1265,” 
care Jewelers’ Circular-Keystone. 





CREDIT STORE, manager-buyer, avail- 


able February 1, now employed, de- 
sires change; familiar with modern in- 
stallment methods of operating; good 
recommendations; capable of taking 
complete charge of buying, sales, credits 
and collections; creative window trim- 
mer and original ideas on promotional 





work and advertising layouts. Address 
“C., 1310,” care Jewelers’ Circular- 
Keystone. 

TRAVELING salesman, now covering 


Indiana, Michigan and western Ohio, 
finds it necessary to change present 
connection due to defense program; 
traveling for 15 years; selling hollow- 
ware, novelties and gift items; clientele, 
jewelers, department stores, gift shops; 
prefer commission basis; excellent ref- 
erence, other information furnished. 
Address “B., 1204,” care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY, 14 years’ experience, in- 


telligent, capable, assume charge order 
and service department; Elliott-Fisher 
billing, stock, perpetual inventories, 
showroom and counter selling; assist 
in purchasing merchandise, control 
catalog orders and contracts; assist 
manager where system and efficiency 
are desired; volume detail worker, re- 
tentive memory, seeks responsible posi- 
tion. Address “E., 1253,” care Jewel- 
ers’ Circular-Keystone. 





AVAILABLE 


in January or February; 
will take personal interest in your 
store; manager or assistant manager ; 
can trim attractive windows, promote 
sales, buy and write advertising copy ; 
hard work a hobby; easy to work 
with, not know it all type; eight years 
with present employer, would like bet- 
ter type installment store; prefer city 
between 25,000 and 150,000; Gentile; 
steady position with fair minded people 
most important. Address “H., 1215,” 
care Jewelers’ Circular-Keystone. 








MANAGERIAL position wanted by man, 


aged 38, possessing 23 years’ experience 
in jewelry industry; presently em- 
ployed by large retail credit chain or- 
ganization in complete charge of all its 
jewelry units; thorough knowledge of 
merchandising, stock control, advertis- 
ing, window displays, etc.; available 
after January 15; replies invited only 
from reputable, retail credit jewelry 
firms. Address “F., 1317,” care Jewel- 
ers’ Circular-Keystone. 


| 











STORE MANAGER now employed 


with large installment chain wishes 
change with reliable and financially 
sound, aggressive firm, preferably 
in South or West; executive ability; 
knows diamonds and watches and 
how to buy; capable of taking com- 
plete charge credits, collections, ad- 
vertising and promotion work; 20 
years’ experience; well versed in 
newspaper and direct advertising; 
excellent references as to character 
and ability; A-] salesman. Address 
“C., 1276,” care Jewelers’ Circular- 
Keystone. 





Lines Wanted. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a w 








PACIFIC COAST salesman desires high 


grade side line for the better jewelers. 
Address ‘‘W., 1095,’’ care Jewelers’ Cir- 
cular-Keystone. 





PACIFIC COAST jewelry salesman with 


good following desires side line on com- 
mission basis. Address ‘‘M., 1261,” care 
Jewelers’ Circular-Keystone. 





ST. LOUIS jobber open to buy popular 


priced manufacturers’ new items, men’s 
or ladies’; write full details. Address 
“K., 1320,” care Jewelers’ Circular- 
Keystone. 





WESTERN representative, 20 years’ ex- 


perience, high grade following, desires 
line of gems, loose and mounted. Ad- 
dress “‘V., 1094,” care Jewelers’ Circular- 
Keystone. 





PACIFIC COAST representative desires 


high grade watch line on commission 
basis; very large personal following. 
Address ‘‘A., 1096,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMAN 


wants popular priced line 
costume and military jewelry, also in 
sterling silver; suitable jobbers and 
chains ; commission. Address “D., 1311,” 
eare Jewelers’ Circular-Keystone. 





SALESMAN with car, established trade, 


calling on jewelry stores New England, 
New York State, Pennsylvania, desires 
side line; references furnished. Address 
“F., 1313,” care Jewelers’ Circular- 
Keystone. 





SALESMAN selling prime accounts, Ohio, 


Pennsylvania, Michigan and West Vir- 
line due to 


ginia, desires additional 
curtailment of present line; 15 years’ 
experience. Address “S., 1278,” care 


Jewelers’ Circular-Keystone. 





SALESMAN with established trade, call- 


ing on jewelry stores, New York City, 
Philadelphia, Baltimore, Washington, 
New England, desires side line; refer- 
ences furnished. Address “A., 1287,” 
care Jewelers’ Circular-Keystone. 





SALESMAN selling better class jewel- 


ers past 20 years open for platinum 
and gold jewelry lines, Midwest, 
South and Mid-South; fine record; 
best of references. Address “E., 
1312,” care Jewelers’ Circular-Key- 
stone. 





HIGHLY successful salesman open Janu- 


ary 1; desires gold or platinum lines; 
territory Midwest, entire South; best 
of references from last employer, whose 
factory is doing defense work. Ad- 
dress “B., 1205,” care Jewelers’ Circu- 
lar-Keystone. 





where producer is essential. Address 
be 1149,"" care Jewelers’ Circular- 
Keystone. (Continued on page 136) 
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LINES WANTED—Continued 








SIDE LINE wanted of diamond set 


mounted rings, diamond setting rings 
and solitaires; am now carrying: an e€x- 
tensive gold and gold-filled jewelry ‘ine 
in the New England and Middle East- 
ern States. Address “J., 1258,’ care 
Jewelers’ Circular-Keystone. 





JOBBER with St. Louis office and es- 


tablished sales organization will con- 
sider watch, ring or other lines of 
merit, on commission basis. Ad- 
dress “I., 1319,” care Jewelers’ Cir- 
cular-Keystone. 





TRAVELING salesman, covering the 
‘entire South and Midwest, selling 


over 300 good rated all established 
accounts, 15 years same territory, 
same house, seeks gold ring line, 
high class costume jewelry line; 
commission; reply before January 
10. Address “L., 1220,” care Jewe!- 
ers’ Circular-Keystone. 





YOUNG MAN, age 38, 20 years cover- 


ing entire South, with an established 
trade of over 300 good rated ac- 
counts, travel 50 weeks annually, 
can also invest $10,000 with manu- 
facturing jeweler or wholesale con- 
cern as partner; kindly reply imme- 
diately. Address “M., 1219,”’ Jewel- 
ers’ Circular-Keystone. 





WANTED, line or lines to replace lines 


I have recently given up for rea- 
sons easily explained; have good fol- 
lowing in the South and Southwest 
with retail jewelers, jobbers and de- 
partment stores; well acquainted 
with all items pertaining to the 
jewelry business; a worker and pro- 
ducer; highest references as to abil- 
ity and reliability; will be in New 
York early in January for personal 
interviews. Address “B., 1275,” care 
Jewelers’ Circular-Keystone. 








Side Lines. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word 








ESTABLISHED manufacturer of an out- 


standing wedding ring line desires rep- 
resentatives to cover South and Middle 
West. Address “W., 1237,” care Jewel- 
ers’ Circular-Keystone. 





SALESMAN to carry 


one of the _ best 
popular priced line of gent’s mount- 
ings to the wholesale trade New York 
City and East: only high grade man 
considered. Address “B., 1250,” care 
Jewelers’ Circular-Keystone. 





SALESMAN WANTED with following in 


New England or Middle West States, 
for a side line of medium priced ladies’ 
and gent’s gold stone and modernistic 
rings, by a New York City manufac- 
turer; liberal commission; state refer- 
ences, experience and territory covered 
in reply. Address ‘“M., care 
Jewelers’ Circular-Keystone. 











Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELERS WANTED for repairing of 
fiie jewelry, for Miami, Fla. August P. 
Carberry, 109 S. E. 1st St., Miami, Fla. 





WANTED, second watchmaker, Ameri- 
can; give full particulars, salary, age, 
reference in first letter. H. Garman & 
Son, Coatesville, Pa. 





BOOKKEEPER, stenographer, thoroughly 
experienced in watch importing; give 
details. Address “G., 1318,” care Jewel- 
ers’ Circular-Keystone. 





WATCHMAKER, light jewelry work, at 
once; age about 45; good South Florida 
town; good salary to start. E. 
Adams, Lakeland, Fla. 





EXPERIENCED watchmaker for trade 
work; steady position; good salary. 
United Manufacturing Jewelers, 201 
Quincy Bldg., Denver, Colo. 





JEWELER able to do special order work 
and jewelry repairing ; immediate open- 
ing; permanent for right man. Sims, 
180 Genesee St., Utica, N. Y. 





WATCHMAKERS, experienced on_ re- 
building watches, earnings, $75 weekly ; 
steady job year ’round. Joseph Zablin 


Pa 





WATCHMAKER, permanent _ position; 
good working conditiois; excellent op- 
portunity ; $45-$50 per week; state age 
and experience. Andersen’s Jewelers, 
Macon, Ga. 








WATCHMAKER, to: take full -charge: 
must be skillful mechanic; excellent 
opportunity, for town in Westchester 
County. Address “M., 1315,” care 
Jewelers’ Circular-Keystone. 

WANTED, jewelry repair and _ special 
order man for trade shop; stove set- 


ting experience, if possible; permanent 
position. Address “N., 1224,” care 
Jewelers’ Circular-Keystone. 





WANTED a capable outside salesman to 
sell watches, diamonds and jewelry on 
installment; must be able to give good 
reference and_ bond. Address “W., 
1295,” care Jewelers’ Circular-Keystone. 





A STEADY reliable watchmaker who can 
repair high grade watches in factory 
like manner for a front end position; 
experienced in estimating. Address “V., 
1294,” care Jewelers’ Circular-Keystone. 





WANTED, jeweler, engraver, diamond 
setter; permanent position to right 
man; give references and state salary 
exnected in first letter. Address “R., 
1227,” care Jewelers’ Circular-Keystone. 





WATCHMAKER; permanent position; 
good working conditions; excellent 
opportunity; $45 to $50 per week; 
state age and experience. Address 
“K., 819,” care Jewelers’ Circular- 


Keystone. 





WATCHMAKER, dependable and capa- 
ble; excellent opportunity; pleasant 
working conditions; permanent; state 
age, qualifications and salary expected. 
Address ‘“J., 4321,’ care Jewelers’ Cir- 
cular-Keystone. 


& Co., 740 Sansom S&t., Philadelphia,. 





WANTED, first class combination watch- 
maker and engraver; must be accurate 


and fast; $55 per week; can use at 
once; this position permanent. Address 
“Combination, 1216," care Jewelers’ 
Circular-Keystone. 





JEWELRY die cutter who can do 


first 
class chasing; a fine place to work aid 
also fair wages; give information in 
detail in first letter, age, experience, 
ete. Address “O., 1239,” care Jewelers’ 
Circular-Keystone. 





JEWELER WANTED on fine 


special 
order work who is able to do his own 
stone setting: $1.15 per hour; state 
age and give full particulars in first 
letter. Address ‘“M., 1238,” care Jewel- 
ers’ Circular-Keystone. 





ABLE 


installment jewelry store man- 
ager; must have had experience with 
volume business; references required ; 
capable man can be placed at once; 
permanent only. Address ‘C., 1251,” 
care Jewelers’ Circular-Keystone. 





-and 


WANTED watchmaker for an old estab- 


lishment; only one of high integrity 
and first class qualifications need ap- 
ply; send recommendations; state age 
salary expected. Address “P., 
1226,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, 


experienced repairing 
stop watches, wrist chronographs, 
wanted by New York City firm; only 
those trained in this type work need 
answer; good salary; year round work ; 
write full particulars. Address “A., 
1203,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, capable of doing good 


work, on all present day watches; 
permanent position; one not eligible 
for draft; very old established busi- 
references and 


ness; state experience, 

salary wanted first letter. Frank Mc- 
Donnell, 123 W. Market St., Scranton, 
Pa. 





MANUFACTURER of an exceptional line 


of gold ladies’ ring mountings and dia- 


mond mounted, also platinum iine, 
wishes representatives with good fol- 
lowing amongst better users; good 


chance; all replies kept confidential. 
Address “T., 1292,” care Jewelers’ Cir- 
cular-Keystone. 





SALESMEN WANTED: East, 


South, 
West, Middlewest and New England 
states, to represent large ladies’ 
mounting line for retail trade: no 
objections to non-conflicting line; 
commission basis; excellent oppor- 
tunity. Address “D., 1210,” Jewel- 
ers’ Circular-Keystone. 





SALESMEN WANTED; we have open- 


ings for live wire men; must have good 
following to represent a well known 
Swiss watch and jewelry line; several 
territories open ; commission with draw- 
ing account; experienced men need 
only apply. Address “B., 2922,’ care 
Jewelers’ Circular-Keystone. 





SALESMAN, managerial ability, must be 


capable and alert, display and stock 
maintenance important; this is a prog- 
ressive store where a capable man will 
have ample opportunity to use initia- 
tive and develop a permanent future; 
give complete details and enclose snap- 
shot. Wosk Jewelers, San Diego, Calif. 





SALESMAN with following among Mid- 


dle West and Southern jobbers, by old 
established gold filled and_ sterling 
silver jewelry manufacturer; no objec- 
tion to having other lines if you can 
make ours the major line; state lines 
you have and had, and other details. 
Address “J., 1143,” care Jewelers’ Cir- 
eular-Keystone. 
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HELP WANTED—Continued 








BUSCH & SONS offer a splendid oppor- 
tuaity to a high grade salesman with 
initiative and ability to absorb advice 
and determination to make good; re- 
munerative advancement is assured the 
right man; this is an old established 
firm with a progressive and active pro- 
gram; write for an interview stating 
experience, qualifications, etc. 875 
Broad St., Newark, N. J. 





JEWELER, we have a_ “steady year 
around position open to the man ac- 
customed to trade shop work and some 
special orders; (setting and platinum 
work not necessary); working condi- 
tions ideal, long established firm; top 
salary ; posit‘on must be filled at once; 
write full’ particulars. Louis Bassler 
Co., Inc., 5th Floor, Occidental Bldg., 
indianapolis, Ind. 





A-l1 JEWELER, diamond setter; long 
established Ohio shop; 48 hour 
week; time and one-half over 40 
hours; not a holiday or wartime job; 
lifetime position for highly skilled 
combination man with real produc- 
tive ability; give full particulars, 
references, wages expected, first 
letter. Address “L., 648,” care 
Jewelers’ Circular-Keystone. 





~ 


WATCH SALESMAN with selected ac- 
counts, On good commission basis, to 
represent a Swiss importer with out- 
standing styles and a large variety of 
waterproofs and novelties; all _ terri- 
tories open; no objection to non-co.- 
flicting lines; experienced men need 
only apply; all replies confidential ; 
state all details in first letter. Address 
“O., 1288,” care Jewelers’ Circular- 
Keystone. 





LEARN watchmaking, engraving, 
jewelry repairing, diamond setting; 
constant demand for our graduates; 
complete, thorough, practical, in- 
tensive job-training in today’s 
methods on actual work; start any 
time, moderate tuition. Write for 
Free Book and learn how to get this 
Master Training. Chicago School of 
Watchmaking, 641 Ashland Block, 
Chicago, IIl. : 





WELL KNOWN manufacturer of an ex- 
tensive line of the better kind of 
platinum and gold mounted and semi- 
mounted rings and wedding rings, mod- 
ern diamond watches, and attachments, 
and other salable items wants repre- 
sentatives; must have good retail 
following; territory is open and have 
no objection to nonconflicting side line; 
good opportunity; all replies con- 
fidential. Address ‘“R., 1291,” care 
Jewelers’ Circular-Keystone. 





WATCH Salesmen, experienced, to rep- 
resent a nationally known better 
type popular priced Swiss watch 
line, including diamond watches and 
diamond rings; all territories open; 
particularly interested in the entire 
South; no objection to non-conflict- 
ing side lines; very liberal commis- 
sions; state all particulars and give 
references in first letter; only men 
with experience need apply and all 
replies will be held strictly confi- 
dential. Address “P., 1290,” care 
Jewelers’ Circular-Keystone. 





AVIATION needs watchmakers to qual- 
ify as aircraft instrument technicians ; 
hundreds of good paying permanent 
Civil Service positions going begging— 
in instrument departments of Army 
and Navy aircraft maintenance bases; 
our six months’ training allowed as 
complete substitution for two years’ ac- 
tual experience required; busy expand- 
ing airlines, aircraft plants, and in- 
strument manufacturers also calling 
for more technicians than we can sup- 
ply; for details on this profitable life- 
time profession, write American School 
of Aircraft Instruments, Dept. J-1, 
pk San Fernando Road, Glendale, 

alif. 








For Pale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








COMPLETELY equipped factory for 
manufacturing jewelry and office; fine 
North light: very low rental. Address 
“V., 1105," care Jewelers’ Circular- 
Keystone. 





WONDERFTUJT. opportunity: same location 
30 years: thriving city; best local sec- 
tion; most desirable site; reasons. Ad- 
dress “‘L., 932,’ care Jewelers’ Circular- 
Keystone. 





SXCELLENT opportunity; well estab- 
lished up to date, modern jewelry store 
will good repair business, located in 
Queens, L. I., New York. Address “F., 
1212,” care Jewelers’ Circular-Keystone. 





WELL ESTABLISHED wholesale watch 
materials and supplies, good following, 
for sale complete or part; will con- 
sider good man to buy interest. Ad- 
dress “B., 1242,” care Jewelers’ Circu- 
lar-Keystone. 





JEWELRY STORE, long established in 
heart of the Bronx, corner; big watch 
repair: low overhead; with or without 
stock; great opportunity; sacrifice. Ad- 
dress “K., 1307,” care Jewelers’ Circu- 
lar-Keystone. 





OPPORTUNITY for progressive ma; 
long established credit jewelry route in 
New Jersey Shore section; complete up 
to date stock: other interests require 
owner’s immediate attention. Address 
“G.. 1213,” care Jewelers’ Circular- 
Keystone. 





RETAIL jewelry and watch repair busi- 
ness for immediate sale;: established 
15 years in busiest location in city 
of Indianapolis; selling out for the 
reason of illness; wonderful oppor- 
tunity for watchmaker with sales 
ability; about $5,000 required for 
greatly built up business. Address 
“E., 1277,” care Jewelers’ Circular- 
Keystone. 





OLD ESTABLISHED ‘high class jewelry 
business, 31 years in city of 85,000; fine 
location, everything desirable; splendid 
opportunity to acquire a going business 
firmly established ; enviable reputation ; 
stock has been reduced to minimum 
and can be purchased very reasonable 
for cash; solid mahogany fixtures, very 
fine set-up. Arthur M. Leonard, 60 
Court St., Binghamton, N. Y. 


FOR SALE, old established modern 
cash jewelry store in New York 
State; our books will reveal remark- 
able annual profit and stock turn- 
over; progressive, younger man can 
improve our sales record for the 
past 16 years; we own the building 
and want to sell to one who will 
make permanent tenant; liquidating 
because one of the partners wants 
to retire; $20,000 stock can be re- 
duced; reasonable rent; five-year 
lease. Address “T., 1268,” care 
Jewelers’ Circular-Keystone. 








MANUFACTURING jeweler and trade 
shop, established 25 years, doing ap- 
proximately $50,000 yearly business, 
over 3000 retail jewelers to draw from; 
this business can be doubled in a short 
time; one man can net $12,000 to $15,- 
000 yearly, two men $8,000 or more 
yearly; owing to death of partner it 
is imperative this business must be 
sold; this is a going business and will 
bear closest investigation; no competi- 
tion for 500 miles; $10,000 cash; avail- 
able February 1; correspondence in- 
vited. Address “C., 922,” care Jewelers’ 
Circular-Keystone. 








For Pale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








3000 RING BOXES plastic; 100 gross 
hold-on clutches; 300 trays with covers 
to hold one, two, three dozen rings. 
Pollack, 95 Bowery, New York City. 





JEWELRY FIXTURES for sale; com- 
plete modern set of fixtures available 
March 1, 1942; if interested write “C., 
1209,” care Jewelers’ Circular-Key- 
stone. 





MICONCAVE crystals, close out 2000 
gross, will sell all or any part; any 
size order accepted; samples, prices on 
request. Beck Bros., Lau Bldg., Ft. 
Wayne, Ind. 





HAND OPERATED drop hammer, good 
condition, 100 lb. drop, five foot fall, 
850 lb. base, with ceiling shaft, $150 
F.0O.B. D. L. Gray, 313 N. Chester St., 
Indianapolis, Ind. 





COMPLETE set of watch and clock- 
makers’ tools; A-1 condition; also a 
lot of new material; owner deceased ; 
for further particulars, address H. En- 
singer, 259 E. 33rd St., Paterson, N. J. 





CUSTOM-MADE jewelers’ price cards 
with your name on every card and 
the prices you want; our cards have 
become famous throughout the 
United States because of their mag- 
netic power to attract customers to 
your store; they are made of the 
finest stock; conservative and dig- 
nified in appearance, fit for the best 
jewelry stores; write for samples 
now. Dauer Printing Co., America’s 
Leading Price Card Manufacturers, 
Printers, designers, engravers, 31 E. 
22nd St., New York City. 








Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., 
must furnish trade references. An- 
nouncements must pass the strict cen- 
sorship requirements of The Jewelers’ 
Circular-Keystone. 





GORDON BROS. cash buyers, com- 
plete or surplus stocks purchased 
for highest cash prices; see our dis- 
play advertisement on page 96c. 





(Continued on page 138) 
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Special N otices 





(Continued from page 137) 








BUSINESS OPPORTUNITIES—Cont. 








WANTED TO BUY a loan office in 
Southern part of country; send _ in- 
formation and particulars to Eugene 
E. Sommers, 802 W. 21st St., Wilming- 
ton, Del. 





HIGHEST CASH PRICE for surplus dia- 
monds, watches, jewelry, old gold: 35 
years established; send trial package 
for estimate. Emil Noel, 29 E. Madi- 
son St., Chicago. 





CAPABLE designer and jeweler with 30 
years’ experience, wishes to purchase 
interest in retail store or small manu- 
facturing firm. Address “F., 1248,’ care 
Jewelers’ Circular-Keystone. 





DIAMONDS, colored’ stones, watches, 
jewelry, and silverware; highest prices 
paid upon your approval of my quota- 
tions; established 1921. William E. 
Lynch, 15 Maiden Lane, New York 
City. 





HIGHEST cash prices paid for surplus 
or entire stocks and estates of dia- 
monds, watches and jewelry. M. 
Iralson, Suite 402, 209 S. State St., 
Chicago. F 





SALESMAN, with $10,000, seeking live 
wire manufacturer, platinum and gold; 
20 years’ experience and established 





trade jobbers and retailers. Address 
“L., 1284,” care Jewelers’ Circular- 
Keystone. 

COLMES BROS.; cash buyers ot 


jewelry stores with or without fix- 
tures; we interview you at our ex- 
pense in any part of the country; 
bank and trade references. 18 
Tremont St., Boston, Mass. 





GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet en- 
ables us to pay you higher prices; 
bank and trade references of the high- 
est character. Write 37 Maiden Lane, 
1 ama Telephone Bowling Green 





JACK M. WERST will pay you spot 
eash for your surplus or entire 
stock of jewelry, diamonds, estates, 
with or without fixtures; operating 
from Coast to Coast; best refer- 
ences; no deal too large or small; 
act now. Miami Savings Bldg., Day- 
ton, Ohio. 








Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








SHEFF ring stretcher wanted; state best 
price for cash. Box 807, Columbus, Ga. 





WANTED, new or used watchmaker’s 
lathe; give complete description, price 
and make in first letter. Magonbe, 1841 
Broadway, New York City. 





WANTED, watchmaker’s lathe and stak- 
ing tool; advise condition and equip- 
ment in first letter. Alvin D. Wolfer, 
5002 Walnut St., Philadelphia, Pa. 





WANTED, New Century engraving ma- 
chine, in good order; give lowest cash 


price and particulars. Address “D., 
1139,” care Jewelers’ Circular-Key- 
stone. 





WANTED, watchmakers’ lathes, attach- 
ments and tools, engraving blocks, roll- 
ing mills, scales, drills, etc.; give full 
details. Linick, Green & Reed, Inc., 29 
E. Madison St., Chicago, Ill. 





HIGHEST PRICE paid watchmaker’s 
lathes, benches and material; jewelry, 
machinery, scales, stores and factories, 
optical tools, machinery and _ supplies. 
Pollack, 95 Bowery, New York Citv. 





PANTHEON PATTERN; one dozen des- 
sert forks; one dozen dinner forks; one 
dozen individual salad forks; one 
dozen butter spreaders; one dozen tea 
spoons. Address “A., 1240,’ care Jewel- 
ers’ Circular-Keystone. 





WAR CONDITIONS make. urgently 
necessary purchase all types of regu- 
lar trade-in watches, student move- 
ments, any broken movements; antique 
and unusual watches, cylinders, key 
winds; “English and American box 
chronometers”’; paying new highest 
prices ever! representative will call; 
further information. Address “K., 
1218,” care Jewelers’ Circular-Keystone. 








Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








CAREFUL, honest, watch repairing for 
the trade, moderate prices; out of town 
orders attended to promptly. I. Kun- 
nel, 2 W. 47th St., New York. Phone 
Bryant 9-5065. 





HARR’S Watch Repairing Service, 
services offered in all fields of 
watch repairing; consistently low 
prices, workmanship unequalled; 
a trial order will convince you. 83 


Canal St., New York. 





SELECT ACCOUNTS; excellent work- 
manship;. chronograph work; refer- 
ences on request; estimates whenever 
desired; large Swiss material stock: 
prompt mail service. South West Watch 
Laboratory, 1011 N. Campbell St., El 
Paso, Tex. 





HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate: excellent references furnished : 
out of town accounts solicited ; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





SPECIALIZE in making any part for 
plain or complicated fine watches; ma- 
terial for high grade Swiss watches; 
also high grade watch repairing ; mem- 
ber of Horological Institute of Amer- 
ica, Washington, D. C., and Horologi- 
cal Society of New York. M. Aschen- 
dorf, 11 John St., New York. 











Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH (repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 
finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bldg., St. 
Louis, Mo. 





D. FERGUS & CoO., Mfg. Jewelers, 5 S. 
Wabash, Chicago; expert jewelry re- 
pairing, diamond setting, engraving, 
special order work, antique jewelry re- 
produced: special attention given to 
out-of-town accounts. 








Co Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 











JEWELER to share store with optician 
in Midtown Manhattan area; new store, 
well located; rental very low. Address 
“A,, 1249,” care Jewelers, Circular- 
Keystone. 





DESIRABLE space to rent; suitable for 
watchmaker, engraver, setter or manu- 
facturer’s representative. 10 W. 47th 
St., New York City. Room 1007. 





FOR RENT, store’ 100 per cent location 
Binghamton, N. Y.; population close 
100,000; suitable jewelry and _ novel- 
ties; wonderful opportunity for live 
wire. Write, L. M. White, 570 Seventh 
Ave., New York City. Phone Pennsyl- 
vania 6-8963. 








Miscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








LEARN WATCH repairing by doing it; 
thorough training under expert in- 
structors. For information write Stand- 
ard Watchmakers Institute, 1841 
Broadway, New York City. 





LEARN jewelry designing by correspon- 
dence; private lessons could be ar- 
ranged; further information upon re- 
quest. C. A. Jakobb, 31 W. 47th St., 
New York City. 





NOTICE: I am in no way connected with 
the Barber’s Credit Jewelers of Meridian, 
Mississippi, and will not be responsible 
for any debts, sales or transactions in- 
curred by said firm. Abe K. Barber, 
Meridian, Miss. 





WATCHMAKERS; increase your ability 
through the highly recommended books ; 
“Rules and Practice for Adjusting 
Watches” and “Practical Balance and 
Hairspring Work” by Walter Kleinlein. 
Your jobber or trade journal. 
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Credit Sales on Radios, 
Phonographs, Appliances 
Subiect to Limitations 


Jewelers who sell radios, phonographs 
and various kinds of electric appliances 
on installments along with all other cred- 
it merchants in similar goods, were made 
sharply aware, last month, of the require- 
ments of the Presidential executive order 
of Aug. 11, 1941, regulating retail in- 
stallment selling. 

Under that order, regulations were 
laid down governing the minimum down 
payment which dealers would be re- 
quired to obtain and the maximum length 
of time over which payments could be 
spread. It was also required that in- 
stallment merchants handling the goods 
covered by the order must be licensed 
to carry on this form of business. Mer- 
chants were, however, automatically 
licensed until Dec. 31, and, therefore, 
in many cases did not completely feel 
the impact of the order immediately. 
However, the regulation requires that 
application must be made and licenses 
obtained for doing business beginning 
January 1, 1942, which made it necessary 
for such applications to be filed during 
December. The force of the regulation 
was thus brought home to retailers with- 
in the past month. 

Any credit stores which have not al- 
ready applied for and obtained such 
licenses should do so immediately. Neglect 
means incurring the liability of severe 
penalties. 

Application should be made on Form 
FFR 563 which is obtainable from any 
Federal Reserve Bank or branch. At the 
same time dealers should obtain a copy 
of the complete set of regulations cover- 
ing installment selling which are con- 
tained in a 55-page pamphlet also avail- 
able from the Federal Reserve Bank. 
Highlights affecting jewelers are: 

1. A license to do installment busi- 
ness is required as above. The license 
can be revoked or suspended for viola- 
tion of the regulations. 

2. The store must keep such records 
and reports as the Federal Reserve Board 
may require. 

3. A copy of the installment sales 
contract must be given to the customer 
and must contain a description of the 
article, the total price, the amount of 
the down payment, the deferred balance, 
carrying charges including insurance and 
finance, and terms of payment. 

!. Payments must be in substantially 
equal amounts and at approximately 
equal intervals not exceeding one month. 

5. No installment payment can be less 
than $5 monthly (a store selling on week- 
ly payments could charge $1.25 a week). 

6. Down payments must be not less 
than 20 per cent of the purchase price 
in the case of radios, phonographs and 
the electric appliances listed as being 
covered by the regulation. Trade-ins 
cannot be credited as part of the down 
payment. 

7. Add-ons must be treated as sepa- 
rate sales, subject to the same rules 
governing down payment and _install- 
ments, 

8. No installment contract can run for 
more than 18 months, and renewal and 
extensions may be made only when the 
customer signs “a certificate of neces- 
sity” giving the reasons. 

While the regulations at present do 
not apply to jewelry, watches, clocks, 
silverware, etc., it is entirely possible 
that the order may be extended. 
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W. Waters Schwab, president, and 
Rawson L. Wood, vice-president, were 
presented with handsome gifts in recogni- 
tion of their 25th and 10th anniversaries, 
respectively, with the firm, by the 200 
employes of J. R. Wood & Sons, Inc., 
leading New York ring manufacturers, 
at a dinner-dance, on Saturday evening, 
Dec. 20. The party in celebration of the 
firm’s 91st anniversary, was held in the 
“Casino in the Sky” of the Hotel Bel- 
mont-Plaza. 

The presentation of the gifts in sterling 
hollowware to Mr. Schwab and Mr. 
Wood was made by John Homeyer, fore- 
man of the polishing department. ‘The 
evening was climaxed by the presenta- 
tion of gold service pins to the 54 em- 
ployes who have been with the firm for 
ten or more years, whose combined ser- 
vice represent 1112 years. Mr. Wood 
concluded the program with an explana~ 
tion of the salient points of J. R. Wood’s 
new retirement income and savings plan, 


J. R. WOOD & SONS EMPLOYES HONOR SCHWAB AND WOOD 





which is intended to provide a retirement 
income for each employe after 30 years 
of service, and further to provide a 
means of accumulating savings and aid- 
ing in the national war effort by the 
purchase .of Defense Bonds through a 
trust fund. 

Prizes for the various events were 
Defense Stamp books. ‘There was or- 
chestral music as well as vocal entertain- 
ment by the Wood Glee Club under the 
direction of Miss Frances Katholi. The 
success of the evening was largely due 
to the careful planning of John J. Klecka, 
Merchandise and Advertising Manager. 

Among the guests of honor were: T. 
Pasero, president, and A. Laredu, finan- 
cial secretary and treasurer of the In- 
ternational Jewelry Workers Union, No. 
1; Henry L. Sperling, Secretary of the 
Jewelry Crafts Association; P. M. Fah- 
rendorf, president of the Jeweters’ 
Circutar-Keystone and Harry J. Brom- 
ley, vice-president of National Jeweler. 





Aisenstein-Woronock & Sons 
Dissolving by Consent 


A petition has been filed by Morris 
Woronock and David Woronock, who 
are jointly the holders of one-half of 
the voting stock of Aisenstein-Woro- 
nock & Sons, Inc., for a dissolution of 
the corporation. The petition states 
that the corporation has an even num- 
ber of directors, who are equally di- 
vided respecting the management of its 
affairs. 

An officer of the corporation, when 
interviewed by a representative of Tue 
Jewerers’ Crrcutar-Keystone, explained 
that one-half of the voting stock of the 
company is held by Messrs. Morris and 
David Woronock and one-half by the 
Aisenstein family represented by Louis 





GETS SPORTS HONOR 


HARRY D. HEN- 
SHEL, secretary of the 
Bulova Watch Co., 
who has just been 
elected Chairman of 
the U. S. Pan Amer- 
ican Games' Basket- 
ball Committee. This 
Committee, composed 
of representatives of 
Colleges, A.A.U. 
Clubs and Y.M.C.A.'s, 
will select from 
these groups and 
from Service teams, 
the basketball squad 
which will represent 
U.S.A. at the Pan 
American Games in 
Buenos Aires, in No- 
vember, 1942. He was 
a member of the Bas- 
ketball Committee for 
the last two Olympics. 








Aisenstein and his brothers, William 
Ansen and Edward Ansen, with each 
group having equal representation upon 
the board of directors. 

Certain fundamental and _irreconcil- 
able differences of opinion have arisen 
between the two groups as to company 
policies and, therefore, since it has been 
impossible to arrive at a mutual agree- 
ment and since both voting stock and 
directorships are evenly divided between 
the two groups the only practical solu- 
tion seemed to be a dissolution, with 
each group left free thereafter to con- 
tinue its own business and carry on its 
own affairs in whatever way might 
seem best to each. 

William Ansen stated to a_repre- 
sentative of this publication that fol- 
lowing the dissolution of the corporation 
of Aisenstein-Woronock & Sons, Inc., 
ithe three brothers, Louis Aisenstein, 
William Ansen, and Edward Ansen, 
would continue in the field of whole- 
sale jewelry distribution specializing in 
diamonds and watches, these being the 
lines on which Aisenstein-Woronock & 
Sons have concentrated in recent years. 

In behalf of the Woronock interests, 
David Woronock stated that he and 
Morris Wornock also planned to con- 
tinue to operate along the same lines, 
with an organization of their own after 
the present corporation is dissolved and 
its affairs wound up. 


KEEP 'EM FLYING! 


Furthering gemology as well as the 
lapidary’s art, while at the same time 
making the public gem conscious, is a 
new hobby class formed by the Wash- 
ington State Chamber of Mines, Seattle. 
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OLD FIRM MOVES TO NEW QUARTERS 








40 YEARS OF PROGRESS 


Left: The home of Kastenhuber & Lehrfeld at 21 John St. about 1900. Right: Two 
views of the attractive modern offices at 21 West 46th St., into which the firm has 
just moved. 


Celebrating their move to new and 
more spacious quarters in the heart of 
New York’s uptown jewelry district, the 
firm of Kastenhuber & Lehrfeld, refiners 
of precious metals, held a reception and 
formal opening on December 19 in their 
new offices at 21 West 46th St. The host 
of friends who called during the after- 
noon to extend their congratulations and 
good wishes were highly impressed by 
the manner in which the beauty and 
efficiency have been combined in the 
spacious new layout. 

The Kastenhuber & Lehrfeld business 
was founded on October 22, 1895, by 
Adolf Lehrfeld and Charles F. Kasten- 
huber, and began operations in the base- 
ment of the building at 21 John St., in 
the neighborhood where the jewelry 
business of the those days was centered. 
Within five years the business had grown 
to an extent that necessitated larger 
and better quarters, and the concern 
moved upstairs and took over the ground 
floor. 

Steady growth continued, and in 1916, 
the firm again moved to bigger space at 
24 John St., where they remained until 
last month. Meanwhile, most of the 
jewelry industry had moved uptown and 
so when it was felt that a further expan- 
sion had become necessary, the company 
decided to follow the northward trend, 
and selected the 46th Street location for 
the new offices, where they will again 
be conveniently close to their customers. 

The move is one of offices only. Pro- 
duction operations will be carried on as 
heretofore in the large modern refining 





plant at 32-44 Flushing Ave., Brooklyn, 
which Kastenhuber & Lehrfeld acquired 
some years ago to provide for their grow- 
ing volume, and the branch office at 1060 
Market St., Newark, remains in the same 
location. 

Present head of the business is Hugo 
R. Lehrfeld, a son of one of the founders, 
Adolf Lehrfeld who passed away in 1914. 
Hugo Lehrfeld became associated with 
the firm in 1909 and became its chief 
in 1936 following the death of the other 
original partner, F. Kastenhuber. As- 
sociated with Mr. Lehrfeld are Charles 
F. Boesse and Wm. H. Lehrfeld, a 
grandson of the founder, and son of the 
late Wm. F. Lehrfeld, well known in the 
trade for many years, who joined the 
firm shortly after its inception and 
passed away in 1929. 

Many of the firm’s other executives 
and employees are veterans of long 
standing. Among those who have been 
with Kastenhuber & Lehrfeld for 25 
years or more are the following: Henry 
Hoffman, superintendent of the refinery 
in Brooklyn; Joseph J. Smith, manager 
of the Newark branch office; John Wood- 
ward, metallurgist in charge of research; 
William Krohn, head of the sweeps de- 
partment; Miss Anne Zenker, cashier; 
and Howard Hutchins, Joseph Mack and 
William Lowe, of the sales staff. 

One employee is still active who start- 
ed to work for the original Kastenhuber 
& Lehrfeld partnership 46 years ago— 
Gus Spaudinger of the old gold depart- 
ment. 





Bulova Reports Record Year; Will 
Hold Sales Convention in January 


Sales for 1941 have been the largest 
in the Bulova Watch Co.’s history, an- 
nounces President John H. Ballard. A 
large part of the year’s increase is due, 
Mr. Ballard said, to the company’s ex- 
tehsive program of year-round advertis- 
ing which was greater in 1941 than ever 
before. He also paid tribute to the com- 
pany’s employees and retail distributors 
for their cooperation and loyalty. 

The annual convention of Bulova sales 
representatives, the announcement con- 
tinued, will be held in New York in the 
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middie of January and will last for 
seven days. Merchandising, promotional 
and advertising plans for the new year 
will be presented to the men, and the 
new Bulova line will be previewed at the 
meetings. 

The keynote speech will be delivered 
by Mr. Ballard, and sales meetings will 
be conducted by Samuel P. Epstein, 
vice-president and sales manager, as- 
sisted by Raymond F. Warren, adver- 
tising manager, and other executives, 
and by representatives of the company’s 
advertising agency. 

The convention will close with a 
dinner to be given by the sales force in 
honor of Mr. Ballard, at the Hotel 
Waldorf Astoria. 





Memory of Ronson's L. V. A. 
Honored by Portrait Unveiling 


On November 15, officers and em- 
ployees of the Art Metal Works, Inc., 
assembled at the company’s main offices 
at Newark, N. J., to do homage to the 
memory of their late president and 
founder, Louis V. Aronson, who passed 
away just a little over a year ago on 
November 2, 1940. 

The ceremony centered upon the un- 
veiling of a portrait of L. V. A., as he 
was familiarly known to his many 
friends, and was particularly effective 
because it was conducted in the same 
offices where Mr. Aronson daily applied 
himself for so many years. 

Alexander Harris, now president of 
Art Metal Works, stressed the fact that 


é 





Portrait of the late Louis V. Aronson 
unveiled at the Ronson office 


the memory of L. V. A. was so in- 
separable from the business he created 
that his presence was still keenly felt 
and would continue to assert itself 
through the years. He introduced Ar- 
thur Egner, a close friend of the late 
president, and a director of Art Metal 
Works, who paid tribute to Mr. Aron- 
son as manufacturer, humanitarian, in- 
ventor and friend, taking as his text the 
inscription under the unveiled portrait. 

Alexander H. Aronson, son of L. V. A. 
and vice-president and treasurer of the 
company, made a short address of ap- 
preciation in accepting the portrait in 
behalf of the organization. 

Special services were also conducted 
at Temple B’nai Abraham in Newark 
on Friday, November 7, when many 
hundred friends, relatives and _ co- 
workers gathered to honor Mr. Aron- 
son’s memory. 


Gruen Declares Dividend 


The directors of The Gruen Watch 
Company have declared the regular quar- 
terly dividend of 3114 cents a share on 
the Preferred Stock, and a dividend of 
12% cents a share on the Common Stock. 
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Mido of America Incorporates 


Mido Watch Company of America, 
Inc., with headquarters at 665 Fifth 
Ave., New York, has been incorporated 
under the laws of New York State, as 
representatives of Mido Watch Co., 
Bienne, Switzerland. 

The move was the logical outcome of 
the intensive program of _ securing 
greater distribution of Mido watches 
in the United States, Canada and the 
Latin-American countries. For more 
than a year, Pierre L. Poffet, who has 
represented the company in South 
America, and Henry Schaeren, Jr., son 
of Mido’s president, have been in the 
United States fostering the development 
of Mido interests here. The formation 
of the American corporation will result 
in rendering better service to dis- 
tributors in the United States and 
Canada, as well as affording better co- 
ordination in connection with distribu- 
tion in the entire Western Hemisphere. 
The present set-up of the wholesale dis- 
tributors in the United States will 
remain unchanged. 

Directors of the new company are 
Pierre L. Poffet, Henry Schaeren, Jr. 
and W. D. Read; with Mr. Poffet as 
President-Treasurer, and Mr. Schaeren 
as Vice-President-Secretary. 

Mr. Poffet stated that the Mido pro- 
gram was progressing rapidly, despite 
many of the difficulties in production 
and transportation delays occasioned by 
conditions abroad. He was unusually 
optimistic about future prospects in the 
American market, stating that the na- 
tional advertising campaign inaugurated 
at the beginning of 1941 had focussed 
consumer demand and that its influence 
had spread to South American countries 
in a substantial way. 


Altruistic Displays Are Offered 
By International Silver 


A winter series of distinctive displays 
for general use planned by experienced 
Jewelry store display experts, has been 
prepared for jewelers by International 
Silver Co. Each unit is a basic display 
for an assorted showing of watches, 
rings and other jewelry, as silverware, 








and each is so planned that it can be 
set up in a number of different ar- 
rangements and used for several repeat 
Showings at different seasons. Equally 
Suitable for inside-store purposes as 
well as window showings, the displays 
are well-built of lasting materials but 
because they are manufactured in quan- 
tity are available at attractively low 
cost. 

Most popular of the current group is 
the combination display-merchandising 
unit pictured above which comprises an 
ornamental scroll to hold picture or ad- 
vertisement of Saturday Evening Post 
page size, and special shelves to hold 
rings, watches, etc. 
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NEW STORE OPENING—CALIFORNIA STYLE 





When Nelson's Jewelry Company opened their new store at 139 North San Fernando 
Blvd. at Burbank it conformed to all Hollywood tradition with a bank of 2000 watt 
movie spotlights and Hollywood stars to greet the customers. The proceedings were 
broadcast over Station RNR with Frances Neal, starlet of RKO, and Eddie Foy, Jr., 


doing the honors. 
order for a carload of watches. 


Pictures show Frances Neal apparently in the act of taking an 
Eddie Foy, Jr., is casting a quizzical eye on a 


Longines model. 





Castleton Opens New Showroom 


The new show room of Castleton China 
will be formally opened on January 2 
on the 12th floor of 212 Fifth Avenue, 
New York. In making this announce- 
ment Mr. Louis E. Hellmann, President 
of the company said: “Ever since the first 
deliveries of Castleton China about a year 
ago met with such enthusiastic reception 
for this fine American-made china, I have 
been anxious to carry through the com- 
pany’s complete separation from my 
other activities in the ceramic field by 
moving the Castleton display room to 
other quarters. I consider myself par- 
ticularly fortunate to have been able to 
make suitable arrangements with Mr. 
Stanley Coreeran, President of J. H. 
Venon, Inc., for adequate space on their 
floor. 

“T am also happy to say that in- 
creased production facilities for Castle- 
ton China has caused us to plan a more 
extensive advertising and publicity cam- 
paign in such magazines as Brides, House 
& Garden and in many newspapers from 
Coast to Coast. Important and novel 
store promotions, and an unusual use 
of direct mail are also included in the 
Castleton advertising program for 1942. 

“The Century shape—a new plain 
shape—will be shown to the trade for 
the first time early in January. It is a 
matter of satisfaction that in spite of 
the many unavoidable handicaps which 
our industry in common with so many 
others cheerfully accepts, a score of new 
decorations will be available in this 
shape.” 


Arrow Gives Employees a Party 


The Arrow Mfg. Co., held its fifth 
annual dinner dance for employees at 
the Hotel Edison, New York City, on 
Saturday evening, Dec. 6. 

Over 400 members of the organization, 
friends and guests attended. Among 
the invited guests were 25 sailors and 
soldiers, who, as well as all employees, 
were guests of the company. After the 
dinner a one hour floor show delighted 
the audience. The party was one of the 
largest the company has ever held. 


Defense Bonds to J-B Employees 


Word has been received from Max 
Jacoby, President of Jacoby-Bender, 
Inc., manufacturers of J-B Watch Bands 
that the company is distributing as a 
bonus to their employees over $15,000 in 
United States Defense Bonds. 





Louis Stern Company Offers 
Patriotic Window Stickers Free 


The Louis Stern Company, Providence, 
R. I., have originated the “OUR 
SHARE WE’LL DO IN ’42” shield 
reproduced here, and have prepared 4- 
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inch wide gummed stickers in red, white 
and blue for applying to your windows, 
doors, ete. 

They are offered to the jewelry indus- 
try as a patriotic gesture by the Louis 
Stern Company, and it is hoped that all 
firms in the industry will avail them- 
selves of the opportunity to display these 
timely emblems soon. 

They are available without cost, by 
writing the Louis Stern Company fac- 
tory or branch office, or any of the firm’s 
wholesale distributors. 


Elgin Employees Benefit from 


Relief and Pension Funds 


From Oct. 1, 1940, to Sept. 30, 1941, 
employees of the Elgin National Watch 
Co. received over $200,000 in relief bene- 
fits and pension fund payments, it was 
recently announced by John M. Biggins, 
secretary-treasurer of the company. 

The Employees’ Relief Fund, estab- 
lished in 1888 and with accumulated as- 
sets of $1,202,019.77, has paid out dur- 
ing the last year $22,707 for sick relief 
and $21,800 in mortuary benefits. 

The Elgin Pension Fund, according to 
Mr. Biggins, disbursed $182,273.90 in 
pensions and $8,346.74 in death bene- 
fits to some 350 pensioners during this 
same period. In operation since 1927, 
the Elgin Pension Fund has paid out a 
total of $2,884,490.19 in pension pay- 
ments. In addition, the fund has dis- 
bursed a total of $149,802.54 in death 
benefits. 

A Pension Fund has been in existence 
at Elgin since 1918, and now has 4254 
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members. Lhe fund is supported by a 
contribution from the company of a cer- 
tain percentage of total payroll, to 
which a number of employees add a per- 
centage of their own pay, ranging from 
2.7 to 5.6 per cent, dependent upon their 
age at the time of joining the fund. 
Administration of the Relief Fund is 
vested in a board made up of nine 
trustees, seven of whom are employees 
elected from various departments of the 
factory, together with the president and 
the treasurer of the company. The Pen- 
sion Fund is managed by a board of 
trustees composed of the company’s 
president, two of its directors, the trus- 
tees and an employee representative. 


Celebrates Fifteenth ae Year 


Karlan & Bleicher, Inc., 188 W. 4th St., 
New York City, celebrated the fifteenth 
anniversary of their incorporation on 
Dec. 6, and were presented, with due 
ceremony, an attractive and unusual ra- 
dio and bar by their employees. 

Jacob Karlan and Blanche O. Bleicher, 
the firm members, were formerly associ- 
ated with the late David Belais, 137 W. 
14th St., New York City, who was the 
originator and successful producer of 
white gold. When Mr. Belais_ retired 
from business in 1926, they continued 
the ring finding end of it, which Mr. 
Karlan had organized for Mr. Belais 
several years previous, and have made 
rapid progress with it ever since. 

Three other finding houses have been 
purchased and absorbed during the 15 
years—the Guarantee Finding Co. . of 
Newark in 1931, the Consolidated Find- 
ing Co. in 1933, and last year the Wm. 
Rothe Co. 

The firm has also introduced several 
new ideas of their own in design and 
construction, one of their patents—the 
one piece finding—having met with espe- 
cially favorable reception. Still an- 
other entirely new idea has just been 
perfected, says Mr. Karlan, and will be 
presented to the trade in 1912. 


EXTRA! 
Bulova Employees Win Bulova Watch 


A bit of news comparable to the 
famous feat of carrying coals to New- 
castle, or the capture of Dublin by the 
Irish, came out of the weekly radio quiz 
show “Battle of the Sexes” on the night 
of Dec. 2. 

This program, as quiz fans know, 
consists of a team of four women op- 
posing one of four men, with the two 





The Boys from Bulova puzzle over one of 
Julia Sanderson's brain teasers 


sides alternately queried by Master and 
Mistress of Ceremonies Frank Crumit 
and Julia Sanderson. A Bulova watch 
is the reward of victory for each mem- 
ber of the winning team. Teams are 
made up of people having the same 
interest or activity—such as four golfers, 
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or four singers, or four employees of the 
Same company. 

The men’s team on Dec. 2 consisted 
of four men from the advertising de- 
partment of the Bulova Watch Co., 
who, as you may have guessed by now, 
promptly proceeded to win their own 
familiar product. They report that 
they had a lot of fun doing it, althougi 
a couple of them were a little worried 
at times if the accompanying picture is 
to be believed. 

Reading from left to right in the 
well-known manner, we have Maurice 
Goldberger, assistant advertising man- 
ager, Irving Holezer, Julia Sanderson 
and Frank Crumit, conductors of the 
show, Charles Logan and Victor Musae. 


New Display for Schick Shavers 





One of two new itinerant displays offered 

by Schick, Inc., for window displays of their 

electric shavers. Available by arrangement 

with Schick salesmen or through the home 
office at Stamford, Conn. 


Elgin Man Joins OPM 


Alan Magary, Head of the Sales Re- 
search Department of the Elgin National 
Watch Company, has joined the Office 
of Production Management in Washing- 
ton as Technical Consultant in the Mis- 
cellaneous Minerals Section, announces 
Elgin’s President, T. Albert Potter, stat- 
ing that Mr. Magary has been granted 
an indefinite leave of absence from Elgin 
at the request of the OPM. 

John J. Hennessy, of Elgin’s Adver- 
tising Department, has been made Head 
of the Sales Research Department in 
Magary’s absence. The Sales Research 
Department carries on all of Elgin’s 
market research as well as the highly 
important information and data con- 
cerning sales to wholesalers and retailers. 





Forstner Gives Employees 
Christmas Bonus of Defense Bonds 


Executives of the Forstner Chain 
Corp., Irvington, N. J., played host on 
Dec. 23 to all co-workers of the plant 
at a mammoth Christmas party. More 
than 500 employees attended the dinner, 
which was held at the Irvington Elks 
Club. 

A patriotic note was struck when 
William Forstner, president of the cor- 
poration, announced the distribution of 
Defense Bonds and Stamps to every 
employee as a Christmas bonus. Over 
$14,000 was distributed by three “special” 
Santa Claus’ who were present for the 
purpose. Mr. Forstner in his talk to 








the company outlined that for 1942 de- 
fense work comes first and all shoulders 
must be put to the wheel to see that a 
successful job is done. 

Employees of the corporation furnished 
their own entertainment for the party 
and there was no dearth of talent. Max 
Rudert conducted the male chorus, Anna 
Cuccuzella, soprano, vocalized and Elsie 
Farr rendered several piano selections. 
William Kastner acted as chairman of 
the dinner. 





Handy Measurement Conversion 
Table for Round Watch Crystals 


A pair of tables that should prove 
highly useful to the watchmaker and 
jeweler right now has just been com- 
piled and issued by the K. D. Crystal 
Corp., Paterson, N. J. 

Most jewelers have in their stock sup- 
plies of round watch crystals of various 
sizes and origins some of which are mea- 
sured by the sixteenth line gauge and 
some by the metric millimeter system. 
Some of the foreign sources from which 
these crystals have come are no longer 
available because of the spread of the 
war in recent weeks and therefore it may 
not be possible in all cases to simply re- 
order when supplies of some size of style 
runs low. Items formerly bought in 
ligne sizes may now have to be specified 
by metric measurements, or vice versa. 

Consequently a need exists for a quick 
means of converting measurements under 
one system into terms of the other. Such 
a means is provided by the new K. D. 
charts which give the equivalents for 
every millimeter of diameter in lignes, 
and of every 1/16th ligne in millimeters. 

Copies of the charts may be had with- 
out charge by addressing the K. D. Crys- 
tal Corp., 2442 Van Housten St., Pater-' 
son, N. J., who manufacture and are 
prepared to supply American-made round 
crystals in all sizes. 


Buxton Offers Window and 


Counter Trim 


Buxton, Inc., Springfield, Mass., manu- 
facturers of billfolds and _ key-tainers, 
are offering without charge this new set 
of window trim material. The stands 








for the merchandise are made of clear 
plastic attractively printed in cream and 
red. Each ‘stand shows the features of 
the particular merchandise displayed. 

The upright cards, which set forth 
various features of the merchandise, 
have a red background with a cream 
tipon sheet printed in red and _ black. 
Sets are available from Buxton sales 
representatives. 


Jewelry Taxes Paid in October 


The Retailers’ Excise Tax on jewelry 
yielded $695.05 in payments to the 
United States Treasury during the 
month of October. The tax went into 
effect Oct. 1, and collections were small 
since the tax for October was not due 
or payable until November. 
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WILL YOU HELP? 


Tuis war that has been thrust upon us has got to be 
won. Any other outcome is unthinkable to any American. 

But wars are not won by uttering noble sentiments 
about liberty and humanity and decency. Wars are won 
by planes and guns and tanks and ships; and planes 
and guns and tanks and ships cost money. 

Money is needed in huge amounts—sums so vast that 
only by the concerted efforts of every American can 
the job be done. It is just as vital for the millions of 
wage and salary earners to buy their dollar and five- 
dollar Defense Stamps—yes, and the twenty-five-cent 
ones—as it is for the far fewer rich and well-to-do to 
buy their thousand-dollar bonds. 

You, as a retailer and an employer, have a triple op- 
portunity to help your country in this all-important task 
of gathering the dollars, and the quarters, and the five- 
dollar bills that are so all-important in the fight to keep 
America great and strong and free. 

First, as an individual, you, like all good Americans, 
can buy all the Defense Bonds and Stamps that you can 
afford. 2 

Second, because the sale of Defense Bonds and Stamps 
is being carried on through retail stores as well as banks 
and post offices, you can help to stimulate their sale to 
the general public by handling them and featuring them 
in your store. 

Third, you can urge and aid your own employees to 
buy Defense Bonds and Stamps for themselves, and to 
do it in the continuous, systematic way which is the only 
method by which the success of the effort can be 
assured. 

The U. S. Treasury has worked out a plan of pay- 
roll allotment which every employer, large or small, can 
set up with his employees and which assures the actual 
carrying out of good intentions. Under it, the wage or 
salary earner agrees to allot a certain fixed amount of 
each pay check—whatever he feels he can afford—to the 
purchase of Defense Bonds or Stamps, and the employer 
pays him that amount in that form instead of in cash. 

Simple as A B C. And it produces far greater results 
than any hit-or-miss buying by the same people could 
hope to do. Many businesses of all kinds and sizes 
already have the plan in operation with splendid success. 

Will you help? About all you have to do is to indicate 
your willingness. The Treasury Department will send 
you complete information and give you every help in 
getting started. Just drop a line to the Treasury Depart- 
ment, Section A, 709 Twelfth St., N. W., Washington, 
I). C., asking for details of the Voluntary Defense Sav- 
ings Payroll Allotment Plan. 

You, as a patriotic American, want to help your coun- 
try. Here’s a help that only you can render. 


REGULATION "W" 


Do you sett radios, phonographs, or electrical appli- 
ances on the installment plan? 
If so, did you remember to apply for a license before 
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Dec. 31? Licenses were granted automatically for the 
period from the time the regulations covering install- 
ment selling were announced in August until the end of 
the year, but beginning Jan. 1, 1942, every retailer sell- 
ing these items on partial payment plans was required 
to apply for and obtain a license from the Federal Re- 
serve Bank, and to observe certain restrictions as to 
down payment, length of terms, and so on. 

If you come within the scope of this order, and haven't 
already applied for your license, be sure to do so at 
once. Ask your district Federal Reserve Bank for form 
I’ FR 563 on which to make your application, and a copy 
of the pamphlet setting forth the regulations. 

In fact, it would be a good idea for every jeweler to 
do so, for even though the present regulations may not 
affect his business, those regulations may be modified 
or extended at any time, and it would be wise to be well 
informed before they strike. 


LET'S SET A GOOD EXAMPLE 


ConaratuLations to the Chicago Jewelers’ Associa- 
tion on their decision to carry on with their annual ban- 
quet in the traditional manner. 

The entry of the United States into the war has per- 
haps caused some feeling that trade banquets should be 
eliminated or curtailed “for the duration,” but we be- 
lieve that a little further consideration will show that 
this is a short-sighted conclusion. 

Our friends and neighbors in Canada have been in 
this war for more than two years, and the Canadian 
Jewelers’ Association says: “Canadian jewelers have car- 
ried on all activities since war began. In fact, war prob- 
lems have necessitated closer cooperation within the 
trade and we have found banquets stimulate that spirit. 
We, who have been at war for over two years, feel that 
now is the time to rub elbows and bend them.” 

That is the voice of experience. 

Moreover, there is another factor which our Canadian 
friends do not mention. The giving of some sort of 
souvenir is a traditional feature of most of the important 
jewelry trade banquets. The jewelry business depends 
for a large part of its existence upon the buying and 
giving of gifts, and if the jewelry industry itself, by 
cutting out its banquets—or its banquet souvenirs—says 
by implication, “gifts are out of order in war time,” it is 
an open invitation to the world at large to discontinue 
the buying of gifts. 

We know that those who have advocated the discon- 
tinuance of the custom are actuated by patriotic motives, 
but we wonder if they realize the implications, or have 
thought it through to its logical conclusion. 
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You don’t have to be a fortune 
teller to see the amazing business 
possibilities in the greatest of 
all pen developments . . . the 
Parker “51”! 


“51” ... has come like a bolt 
from the blue to put renewed 
vigor and vitality into the foun- 
tain pen and pencil business! It’s 
so utterly different . . . so beauti- 
ful .. . so amazingly unique in 
performance that a4 single dem- 
onstration sells it! What’s more 
... it puts the fountain pen unit 
sale right up into the watch price 
class. No modern jeweler can 
be without the Parker “51”. 
It’s THE fountain pen for ’42! 
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THE PARKER PEN COMPANY ¢ JANESVILLE, WIS. 
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wants to be CORRECT — in the clothes 

s — in her home furnishings — and in her 
ERWARE SERVICE! So, 1881 & ROGERS @ 
presents the 5-Purpose Sets — sets designed 
to be correct and complete for all 5 table- 
setting requirements! And you can sell 
these larger sets with the most valid ar- 
gument in the world — CORRECTNESS — 

an argument that every woman understands! 


NATIONALLY ADVERTISED 
IN LEADING MAGAZINES 


The 5-Purpose Sets, sponsored by leading Hollywood 

Stars, will be advertised to millions of young women 

64 PIECE this spring — women with more money than they‘ve 

5-Purpose Set had in years! Plan now to feature these sets—and get 
IN HANDSOME your share of these dollars. 


TWO-TONE CHEST 
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